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EXT MONTH 


“Sharp Shooting for Sales with Headlines,” 
William E. McFee, director of copy and 
, American Rolling Mill Company, Middle- 
, O.—From his experience and special study 
he subject, Mr. McFee shows how to get at- 
tion with headlines and make them do a sell- 
job. You can make profitable use of the 
s advanced in this article. 


—s Diesel Copy Talks the User's Own 
by P. E. Letsinger, vice-president in 


“3 ral sales, Cummins Engine Company, 


mbus, Ind.—How copy facts, pictures and 
a are gathered in the field for use in this 
bpany'’s sales-making copy. 


The September issue will be the pre-con- 
tion issue of the National Industrial Adver- 
its Association Cleveland Conference to be 
d at Hotel Statler, Cleveland, Sept. 21-23. A 
view of the practical and helpful program 

has been arranged for the meeting will 
published together with pictures of speakers, 
pers and committee chairmen. 


The annual tabulation of advertising agencies 
ting business in A.B.P. papers, and the num- 
of pages placed in 1937 and 1936, as com- 
d by Associated Business Papers, Inc., will 
published next month. 
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shed monthly, except October, semi-monthly, 
dvertising Publications, Inc., at 100 East Ohio 
Chicago. Telephone: Delaware 1337. New York 
te: 330 W. Forty-Second Street. Telephone: 
9.4432. San Francisco, Russ Bidg.; Los Angeles, 
S. Hill St.; Atlanta, Walton Bldg. ‘Single copies, 
cents. Subscription, U. S. and Canada, $2.00 
year. Foreign subscriptions, $2.50 a year. En- 
d as second class matter December 22, 1936, at 
Postoffice at Chicago, Illinois, under the Act 
rch 3, 1879, 
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SALES PROMOTION 


Vol. 23, No.8 CONTENTS AUGUST, 1938 


* 


Five Opportunities for Promoting Your Business Today 
JOHN ALLEN MURPHY 


Making Appropriations Go Farther 
FAY KEYLER 


A Novelty Mailing 


Liability in Special Damages for Breach of Warranty 
LESLIE CHILDS 


Take a Tip from the Publishers 
TOM L. WHEELER, JR. 


Practical Pointers on Export and Overseas Advertising 
JOHN 6G. ROBEL 


What's New in Booklets? 
Industrial Expositions 


Calco Holds Open House 


Maintain Buying Interest with Sales ren 
HERB MERCREADY 


The Why, When, Where and How of Industrial Advertising 
WILLIAM E. McFEE 


Editorial | 
Publishing pabiniaiaial Contest Closes 


O. K. As Inserted 
THE COPY CHASERS 


Milestones in Publishing 


Problems in Industrial Marketing 
KEITH J. EVANS 


Unique Glass Exhibit 
Trends 

Letters to the Editor 

Away from the Desk 
Advertising Volume Figures 
N.I.A.A. News 

Index to Research 

Index to Advertisers 


a ae oF oe oe ee ee 





ADVERTISING 


is where I gO for infor- 
mation on building atts 


wat EQUIPME ms C 
‘ 
| 


ndATIONS | 
l 


yRAL ' 
os & EQUIP. | 
LS 


If you want to make sm 


products. 


yon lALS f 
f 


certain that I will be canon 
able to find your cata- om 
log instantly, when- = ™™ 
ever | need it, put it in 


SWEET’S CATALOG FILE. 


WHO USES SWEET’S CATALOG FILE? 


Sweet's is used by architects, engineers, builders and con- 
tractors throughout the United States — by active offices in 
private practice and also by Federal, State and Municipal 
architects and engineers: by large corporations which have 
relatively continuous building programs; by government bu- 
reaus in charge of building. In short, this great file of manu- 
facturers’ catalogs is used by continuous specifiers and buyers 
of building products, in 14,500 active offices, wherever building 
is being planned. A confidential copy of the List of Users of 


Sweet's is lent to every client as part of the service. 





WHY IS SWEET’S CATALOG FILE PREFERRE 


Specifiers and buyers of building products prefer to rece 
manufacturers’ catalogs in Sweet’s, rather than in indivi 

ally bound form, because any of the hundreds of catalop® 
Sweet’s can be located instantly, whenever wanted. CataM@ent anc 


in Sweet’s can’t be taken out of the file and lost. Catalogg ere is 
Sumber 
; , forma 
being automatically up to date, prevent the specificatio ptalog 


Sweet's can’t be filed in the wrong place. Catalogs in Swet 


obsolete items and consequent delay and annoyance. Cat#@itives, 


in Sweet’s save time, trouble and money for all concemig' mode 
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MAT DOES SWEET'S CATALOG SERVICE COST ? 


his complete catalog service — including (1) catalog prepa- 
ition and printing, (2) filing, (3) distribution, (4) mainte- 
ance in recipients’ offices for a year and (5) use of distribu- 
on list — costs, on the average, less than one cent per 
atalog page, per office. On the basis of the number of copies 
ept and used, the Sweet’s method costs less than any other. 
tre is no “standard” size for catalogs in Sweet’s. The 
umber of catalog pages needed to carry adequate buying 
formation on the product is determined by the client. If 
Rtalog pre-prints or reprints are desired for sales-represen- 
tives, dealers, etc.. they may be had in thousand lots, 


' moderate cost. 
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WHEN IS THE NEXT SWEET’S DISTRIBUTED ? 


The new 1939 Sweet’s Catalog File for the building market 
will be distributed this fall. Compilation is now under way. 
All who plan to have information on their products included 
in the forthcoming Sweet’s should get in touch with our near- 
est branch office without delay, as reasonable time is re- 


quired to render satisfactory service. 


SWEET’S CATALOG SERVICE 
Division of F. W. Dodge Corporation 
New York . 119 West 40th St. Cuicaco . 105 West Adams St. 
Boston .. 31St. James Ave. CLEVELAND. . 1422 Euclid Ave. 


Puivapecenia = . 1321 Arch St. Derroir .. . 607 Shelby St. 
PittspurcH .. 106Sixth St. Los Ancexes, 1031 So. Broadway 
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ADVERTISERS PENETRATE BARRIERS 


PROTECTING 





Determination of materials and parts 
specifications are nearly always made 
during progress or immediately follow- 
ing acceptance of basic machinery de- 
sign. 

The same men are responsible for 
selection of types and kinds of materials 
and parts who actually do the designing 
—design executives and chief engineers. 

Most of these men are closeted behind 
doors not easily opened by ordinary 
MACHINE DESIGN does, 


however, carry the messages of its ad- 


means. 


vertisers directly through barriers to de- 
sign engineering departments—to the 
tables and desks of designers at work. It 
becomes an important ''tool'’ to those 
men seeking information concerning lat- 
est developments in machinery design. 


Over 30,000 design engineers and 


alli 


INGINEERING DESIGN 


executives in more than 7,300 different 
machinery manufacturing plants read 
MACHINE DESIGN each month. 


large engineering departments, more 


In 


than one copy is directed in order that 
penetration may be as complete within 
the department, as is coverage of the 
many different design departments. 

The result? MACHINE DESIGN ada- 
vertisers are actually reaching those men 
who specify materials and parts for the 
nation's machinery. Their messages are 
carried to the very source of specifica- 
tions in the one medium whose editorial 
content, distribution and readership are 
concerned alone with the design and re- 
design of machinery. 

For complete coverage, penetration 
and intense reader interest in the ma- 
chinery manufacturing industry, with 
Readership in the Right Places, use... 


MAGHINE DESIGN 


PARTS ... MATERIALS... METHODS... FINISHES 


CLEVELAND. OHIO 


IMPORTANT: The Sixth Edition of Machine Design's DIRECTORY OF MATERIALS 
will be presented in the October issue. 


Write for details of new features. 
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Five Onportunities for Promoting 


Your Business 


Keen, alert executives who want to do a constructive, creative marketing 
job will find today’s business conditions offer unusual opportunities 
for the application of sound, practical sales and advertising effort 


@ ONE of the best salesmen the 
Graybar Company has, is a fellow in 
its Philadelphia district. His name 
is Bill Wheeler. Bill says that he 
learned to sell during the depression. 
He had been a purchasing agent, and 
thought he had learned how to sell 
by listening to the salesmen who came 
in to see him. So he jumped over 
on the other side of the desk. 

Bill knew the theory of selling all 
right, but he was not able to make 
it produce satisfactory results until 
became pretty bad 
His theory is this: 


the depression 
along about 1932. 
Have a good line of products, build 
a convincing sales story and keep 
everlastingly presenting it to logical 
Suddenly, the theory be- 
gan to click. 

The explanation is that by 1932, 


prospects. 


Bill’s prospects had time to listen to 
him. He was able to see more pros- 
pects in a day and to make his com- 
plete presentation to a larger propor- 
tion of them. In prosperous times, 
salesmen spend a lot of their time 





INDUSTRIAL MARKETING, August, 





By JOHN ALLEN MURPHY 
Marketing Counsel 


GS. M. BASFORD COMPANY 
NEW YORK 


cooling their heels in reception rooms. 
And a good proportion of the pro- 
spective buyers they do finally see, 
will not listen to their whole story. 
We have a client who takes the 
surprising attitude that occasional de- 
pressions are a good thing for a busi- 
ness, particularly an industrial busi 
ness. He says that if we will take 
full advantage of the opportunities 
which economic let-downs offer us 
that we will make more substantial 
progress in the long-run than if pros- 
perity He states 
that while business made vastly more 
money in the 20’s than it made in 
the 30’s, its technical accomplish- 
ments have been much greater since 
1929. 
‘All machines must be laid up oc- 


were permanent. 


1938 


casionally for repairs,” argues this 
industrial manufacturer. “A motor 
can be run only so long and then it 
Even the Queen 
dock 


No physical contrivance 


must be overhauled. 
Mary must be placed in dry 
periodically. 
can be operated continuously or it 
will eventually go to pieces. 

“Business is no different than a 
machine. The instrumentalities of 
business are incomparably more rami- 
fied than any machine, and they are 
so delicately adjusted that it is far 
easier to throw them off balance. Un- 
less a business is halted every few 
years for complete examination, from 
top to bottom, a disastrous breakdown 
may result. The enterprise must be 
searched for defects. 
be analyzed. Tendencies 
well noted. Is the business on the 
right track or should an entire re- 
versal of policy be made?” 

Our client points out that such 
an eXamination cannot be properly 
made in normal times. With sales 
departments up to their ears in book- 


Policies must 
must be 
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Five Depression Opportunities 


Offer new, improved, more efficient, cost reduc- 
ing materials and equipment. 

Do the educational work now which is required 
in all industrial selling. 


Make more sales presentations now by personal 
and advertising calls while prospects have time 
to and will read and listen. 


Do the broad, intensive market coverage job 
developing prospects for concentration 


now, 
later. 








ing orders and with factories work- 
ing overtime in getting them out, 
most companies would not even think 
of running their business into dry 
dock. If incessant activity of this 
kind continues for years, enough bar 
nacles to sink the ship might accumu 
late eventually. 

Depressions force business men to 
take stock of their affairs. Even 
though they were not willing to take 
advantage of slack times to give thei 
enterprises a thorough going-over, 
they are obliged to do so, in order 
to survive. Costs must be cut. Econ- 
omies both in manutacturing and in 


distribution must be found. 

Right here is where the industrial 
manufacturer finds his first big de 
pression opportunity. He can offer 
his machines or equipment or prod- 
ucts or WwW hatever he iS selling as a 
means of lowering production costs. 
Prospects who have been turning him 
down because they were too busy to 
install new equipment, now not only 
have the time to make installations, 
but they must make them in order 
to be able successfully to buck eco- 
nomic conditions. Our client holds 
that there is no more favorable time 
to sell industrial goods. 

The second big depression oppor- 
tunity is to do the educational work 
which most industrial lines require. 
Few industrial goods are sold on first 
calls. Usually it is necessary to call 
time and time again. Even where 
a product is well accepted, there is 
a tremendous amount of resistance 


Yo a complete marketing job, using advertising 
judiciously. Trying to sell industrial products 
without the aid of advertising is wasteful—one 
without the other is handicapped. 


L hantnreinmneennepnecaeininncaae) 





to overcome—inertia, “going-to-get- 
along - with-the - old - machine - for- 
awhile,” “too - busy-to-make-the-in- 
stallation,” etc. Ordinarily in in- 
dustrial marketing, orders are ob- 
tained next year on the strength of 
the selling done this year. How short- 
sighted it is then for an industria! 
manufacturer to cut down his mar- 
keting effort during a depression! 
Whether times be good or bad, he 
must do that educational work this 
year to get next year’s orders. 

The industrial manufacturer’s third 
big depression opportunity is that it 
is easier to do this educational work 
when the economic wheels are turn- 
slowly. As Bill Wheeler found, 
it is not so hard to see prospects dur- 
They are glad to talk 
They 


see salesmen more promptly and they 


ing 
ing recessions. 


to any one who comes along. 


are likely to listen to his full story. 


An energetic salesman can average 
many more presentations a day when 


a depression 1S holding business back. 


The fourth big opportunity a de- 
pression offers is to do intensive sell- 
ing. A serious problem with many 
industrial manufacturers when busi- 
ness skies are clear is to be able to 
cover all their markets adequately. 
In a recession, this problem disap- 
pears. Then the manufacturer can 
concentrate on his most promising 
markets, and cover his inactive fields 
less frequently. 

In drawing up his program of in- 
effort, the 
should not forget that some lines are 


tensive manufacturer 


not affected by depressions, and that 
others are helped by it. Right now 
a number of industries are booming 
right along—frozen foods, airplane, 
some divisions of the chemical indus- 
try, businesses enjoying government 
orders, etc. While he is cultivating 
less active markets for the future, 
the manufacturer can get immediate 
orders from those lines of business 
that are doing well. 

The industrial manufacturer’s fifth 
opportunity is to do a 
Marketing 
It consists 


depression 
complete marketing job. 
is a many-sided activity. 
of a score of things which we call 
“selling” and another score of things 
which we usually sum up under the 
term, “advertising.” Selling and ad- 
vertising function best as a_ team. 
One without the other is handicapped. 

In industrial marketing, adver- 
tising does not make much headway 
without the assistance of selling. Ad- 
vertising rarely sells industrial goods 
by itself. On the other hand, try- 
ing to sell industrial products with- 
out the aid of advertising is waste- 
ful. Advertising is needed to pave 
the way for the salesmen, to break 
down the resistance which blocks their 
path, to do the educational work, to 
save the time of the salesmen and to 
introduce them and their mission to 
prospective buyers. 

If this is true in normal times, how 
much more true it is during a depres- 
sion when selling is much _ harder? 
With advertising and salesmen, work- 
ing as a team, an industrial manufac- 
turer will find it possible to do con- 
structive, creative marketing during a 
depression—something he seldom has 
time to do when sales are zooming. 


Ox MOUTH i 


OTrap tw 


ad 


A new tangle-proof container pro- 
vides Plymouth Cordage Co. a good 
merchandising feature for its twine 


INDUSTRIAL MARKETING, August, 1938 





INDUSTRIAL MARKETING 


100 East Ohio Street 





Making Anpropriations Ge FDorther 


With a little care in planning, many parts of an ad- 
vertising campaign can be made to do double duty 


@ ADVERTISING and sales promo- 
tion managers can greatly increase the 
effectiveness of their work and fur- 
ther the advertising and selling activi- 
ties of products by careful planning 
of each advertising expenditure .. . 
each advertising or sales promotion 
drive . . . to accomplish the greatest 
number of selling jobs per unit. 

For instance, in preparing business 
paper inserts, good planning makes it 
possible to use them in many selling 
ways. Inserts as mailers, salesmen’s 
follow-up, literature to leave with 
prospective customers, dealer envelope 
stuffers, posters, etc., add 
greatly to the selling drive. 

In building an exhibit for trade 
shows, it can be planned, from a con- 
struction angle, to serve also as a vital 
selling tool, not only in the show for 
which it was designed, but for future 
use in the field. For example, sales- 
men often find it advantageous to 
conduct local exhibits for the benefit 
of distributors and dealers. Parts of 
the main exhibit, that is removable 
demonstrating units, are a great help 
in the field to prove certain selling 
points, or clarify uncertain ties be- 
tween the distributor and customers, 
and to substantiate manufacturers’ 
claims. 

A twenty-four sheet bill board pos- 
ter can be planned so that, with but 
slight physical variations, the original 
idea can be used in many ways to pro- 
mote sales. Car cards, miniature bill 
board displays for dealers’ counters, 
window posters, wall tackers, etc., all 
can be made adaptations of the orig- 
inal poster. 


window 


By FAY KEYLER 


Vice-President 


O. S. TYSON & CO., INC. 
NEW YORK 


In developing sample selling cases, 
good planning of construction, ar- 
rangement and equipment, is just as 
important as it is in building and 
equipping a new home. Many consid- 
erations enter into the design. The na- 
ture of the product to be packed, 
proper display of merchandise when 
opening the case cover, location of 
convenient space for advertising lit- 
erature, counter pad upon which ac- 
tual merchandise is placed when point- 
ing out selling features to dealers, con- 
structional design to afford quick, easy 
and graceful removal and assembly of 
merchandise and selling units—these 
and many other features are instru- 
mental in making sample selling easy. 

The approach that leads to the find- 
ing of material with which to plan 
economical and effective advertising 
and sales promotion work can, in most 
cases, be located within the company 

. in the sales department . . . by 
close association with the sales depart- 
ment and careful study of sales activi- 
ties. 

No contact offers greater opportu- 
nity to unearth a variety of sound sell- 
ing projects around which to wrap ad- 
vertising ideas than that of the sales 
department. A close contact with the 
sales manager will bring to light his 
methods of selling and training sales- 
men, the habits of salesmen, how they 
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work in the field, what they know to 
be the best in selling helps, the ob- 
stacles to overcome in selling, localized 
trade resistances, limitations of dealer 
helps, and many other points which 
form the very backbone of successful 
advertising and sales promotion work. 

In the final analysis, the method of 
planned advertising, by virtue of suc- 
cess assurance, makes it possible for all 
advertising departments to show a 
higher record of accomplishments, or 
a reduced cost per unit... and 
sound logical basis for advertising ac- 
tivities. 

No better example of what is meant 
by spending advertising and sales pro- 
motion appropriations to greater ad- 
vantage could be cited than the fol- 
lowing assignment as taken from 
pages of experience. It deals with de- 
sign, construction, and use of a trade 
exhibit as many times as possible, in 
as many ways as possible, in as many 
places as possible. 

The sales manager of a well known 
company selling a line of products 
through electrical, hardware, automo- 
tive, drug and sporting goods outlets, 
decided that the proper thing to do to 
boost sales within a certain trade area, 
was to exhibit at one of the leading 
trade shows. The advertising manager 
was handed a summons to appear for 
action, and charged with the duty of 
carrying through on an economical 
and effective plan. 

A booth location was picked and 
space reservations made. Ten sleeping 
rooms, to be occupied by company 
salesmen, who were called in from the 
field to attend the show, were engaged 
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Novelty Mailing 


@ SELDOM are novelty mailings so 
effectively done in the industrial field 
as a giant firecracker piece which car- 
from The 
Bound 


ried a staccato message 
Calco Chemical 


Brook, N. J., 


rayon piece goods. 


Company, 
to commercial dyers of 
Loaded with at- 
tention value and human interest, 


B. Be Nettleton, 


ger, timed the mailing to reach the 


advertising mana- 


addressee July 1. 


Around a 1'4xé6-inch firecracker 
tube was wrapped a 7x34-inch scroll 
message and business reply card, while 
inside the tube attached to the end of 
the fuse string were three samples of 
rayon fabric dyed with the Calco dyes 
featured in the message on the scroll, 


thus showing the colors. 


Copy on the scroll, in two colors, 
read as follows: 

SALI TE three nine 
for rayon piece goods 


4GL; Calcodur Pink 2BL 
low 4GL 


CALCO DYES 
Calcodur Blue 
Calcodur Yel 


at the appointed hotel. The custom- 
ary parlor suite for heavy sales enter- 
tainment and order-taking was ap- 
proved. 

But, we are getting ahead of our 
story . .. all that was available, at 
the start, for the advertising depart- 
ment to work on was a booth 

just so much blank floor space. 
The problem was to prepare, quickly, 
an exhibit that would be economical 
yet effective—an exhibit to fill this 
space—do justice to the many selling 
features of the line of products to be 
exhibited and, by virtue of its con- 
struction, be adaptable to other selling 
jobs and showings. 

Consider this situation for just a 
moment. The sales organization of 
this company included some forty- 
eight territorial men, headed by three 
district managers, one general sales 
manager and three roving high pres- 
sure pinch-hitting sales managers. 
Each territory had, operating under 
the straight line salesmen, a crew of 
commission missionary men. 
meetings 


Special distributor were 


on regular schedule, roving sales man- 
high 


pressuring with meetings in between. 


agers were pinch-hitting and 
With extended sales activities in the 


making, this company had an unusual 
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SKYROCKET profits the “SAFE and 
SANE” way by using COLORS THAT 
GIVE YOU l Good Money Value: 
2. Excellent fastness to light: 3. Level 
Dyeing 


opportunity to make use of an exhibit 
not only for one trade show, but a per- 
manent, portable exhibit that could be 
used time and time again, in whole 
or in part. 

And that is exactly the type of ex- 
hibit that grew out of this situation. 
Regardless of time pressure, the 
planned method helped produce an 
exhibit that had more than nine lives, 
and for the amount of selling work 
accomplished, showed a lower cost per 
sale than any other selling unit em- 
ployed. 

The exhibit was designed and con- 
structed along the following lines. 
Portability was.an important factor, 
for the handling of large exhibits in 
and out of show rooms, hotels, etc., is 
a costly and tedious job. The exhibit 
had to be shipped across the country, 
so compactness was a factor in han- 
dling and shipping costs. It was a 
permanent affair to be used at various 
trade shows and in the field during the 
year throughout the country, serving 
in between times as a permanent dis- 


Durability 


was, therefore, also a factor. 


play at the home office. 


By adopting the planned method of 
creating and building an advertising 
and selling project, this display went 
a step beyond in its adaptation to sales 
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FIRE the postal in the mail today and 
be ready to start with a BANG 


business card 


The yellow 


called for samples of the dyes. 


reply 


work. By designing the exhibit to 
layout in sections, as a portable unit, 
it was possible to make the back- 
ground scenery in panel style, to hold 
certain groups of merchandise under 
individual product headings with sep- 
arate illumination. 

Individual equipped 


auxiliary telescope easels made of alu- 


panels, with 
minum rods, were removable. Special 
demonstrating tables as self-contained 
units were available for use in the 
field. Large illustrated maps locating 
distributing and retail outlets, ware- 
houses, plants, etc., likewise were de- 
signed on the portable plan, taking 
territory by territory as the dividing 
lines. It is not hard to understand 
that such an exhibit, in whole or in 
part, followed very closely the plan of 
sales operations. 

These are but a few of the many 
ways in which an exhibit can be made 
to work over and over again 
never growing old or worthless 
This is 


one way to spend advertising and sales 


and at one cost, the first cost. 


appropriations to greater advantage. 
Every time an advertising expendi- 
ture is about to be made, considera- 
tion should be given to how many 
different selling jobs the piece can be 








made to do. 

















By LESLIE CHILDS 
ATTORNEY-AT-LAW 
INDIANAPOLIS, IND. 


Pecbalid 


@ SALE of industrial machinery and 
unrestricted war- 
ranties, in regard to liability for 
breach, may involve considerable risk 
to the seller, in respect to liability for 
special damages. This for the rea- 
son that, as a usual rule, the seller 
may be liable for all damages result- 
ing from a breach of his warranty 
that were within contemplation when 


equipment under 


the contract was signed. 

Under this rule, if a breach of 
industrial equipment 
causes the buyer, perhaps 
through the destruction of raw ma- 
terials, or the slowing up of his op- 
from 


warranty of 
loss to 


erations that prevents him 
meeting his collateral contracts, the 


seller may find himself saddled with 


1 most unexpected liability. A nice 
point this for sellers of industrial 
machinery to have in mind when 


subscribing to warranties. 

For illustration: In a recent case, 
the plaintiff sold the defendant a 
bread wrapping machine under the 
following warranty: 

Plaintiff “guarantees said machine 
will successfully wrap the bread of 
rate of 
hour 


the purchaser . . . at the 
1,500 or more loaves per 
and guarantees said machine against 
mechanical imperfections and de- 
fects for the period of one year from 
date of installation.” 

The machine did not work prop- 
erly. But plaintiff encouraged de- 
fendant to continue in its use for 
several months with the hope that 
the defects might be corrected. Dur- 
ing that time the defendant suf- 
fered substantial loss both in time 
and the destruction of wrappers and 


in Special Damages 


for Breach of Warranty 


Some of the danger points in selling equipment under 
warranties that sellers may well guard against and a 
common method of limiting the liability by contract 


other materials. Eventually, plain- 
tiff sued the defendant for a bal- 
ance due upon the machine, and de- 
fendant pleaded a set-off for special 
damages, based upon plaintiff’s breach 
of warranty. 

Here the defendant clearly proved 
his loss through the failure of the 
machine to operate properly. The 
trial thereupon resulted in a judg- 
ment for defendant for $3,301.13. 
Plaintiff appealed and the higher 
court in affirming the judgment had 
this to say: 

“The set-off is based on an alleged 
breach of a written warranty con- 
tained in the contract of purchase 
and sale . . . The basis for general 
damages where breach of warranty 
of fitness of an article is relied on, 
is the difference in value between 
the article warranted and the article 
delivered . .. 

“But there may be special dam- 
ages, “Where a buyer confiding in 
a warranty has suffered consequen- 
tial loss, the damages should make 
good the defects in the property 
sold, and also such additional loss 
as is the direct consequence of the 
seller’s breach of his warranty.’ 24 
R.C.L. 256 . .. The defendant’s 
evidence tending to show his loss and 
damage because of the failure of the 
machine properly to do the work 
which was expected of it, is sufh- 


INDUSTRIAL MARKETING, August, 1938 


sustain the verdict 
Affirmed.” (178 S.E. 301.) 

So much for that case. And now 
let us turn to another case of this 
kind which involved the same prin- 
ciple of law, though the facts were 
quite different. Here the plaintiff 
sold the defendants some rock crush- 
ers, which the latter required in ful- 
filling their contract with a third 
party to furnish crushed rock. The 
plaintiff had full knowledge of this 
contract at the time, and in selling 
the crushers gave the following ex- 
press warranty: 

“The above crushers to produce 
600 tons per day of 2'%-inch lime- 
stone rock if properly fed.” 


cient to 


The crushers, according to the 
defendant’s evidence, failed to crush 
rock in accordance with the above 
warranty. As a result, the defend- 
ants were unable to fulfill their con- 
tract to furnish the third party with 
rock as they had agreed. Defendants 
thereby suffered a substantial loss. 

So when plaintiff sought to enforce 
payment for the crushers, the de- 
fendants filed a cross action for spe- 
cial damages, based upon plaintiff's 
alleged breach of warranty. Upon 
the trial, the defendants’ evidence 
tended to show a loss to them of 
several thousand dollars as the re- 
sult of the breach of warranty. On 

(Continued on Page 47) 











By TOM L. WHEELER, JR. 


President, Wheeler, Kight and Gainey, Inc., Columbus, O. 


Jake a Tip from the Publishers 


Styling a house organ with a popular publi- 
cation format, The Majestic Company gets a 
better response and puts over a new idea of 
the completeness of its line of specialties 


@ ONE of the best barometers of 
the trend in the public’s reading hab- 
its is the growth in popularity of cer- 
tain publications. To analyze and 
compare the general, class and trade 
periodicals that are today most rap- 
idly gaining favor with those that are 
dropping out of existence each year, 
gives a remarkable, revealing diagno- 
sis of the format and editorial tech- 
nic that is now most appealing to 
the largest number of people. Wheth- 
er these trends in the public’s reading 
interest are the cause or the result of 
the effect the publications themselves 
have on human society, matters little 
in this discussion, because the fact 
still remains that only as long as they 
give people what they want can they 
endure. 

Fundamentally, publication adver- 
tisers have realized for a long time the 
soundness of this gauge. Each year, 
for a good many years past, has found 
more and more advertisers tuning 
their advertising copy to the editorial 
content of the publication in which 
the ad was to appear. They have en- 
deavored, through the use of every 
means known to advertising, to appeal 
to the particular frame of mind in 
which the publication’s editorial con- 
tent has put the reader. If they didn’t 
attach considerable significance to the 
publication’s appraisal of what at- 
tracts the reader’s interest, there 
would be little need of this care in 
copy adaptation. 

True, you may say! There’s noth- 
ing new about this. It is such a well- 
known fact that it is an obvious prem- 


ise to anyone reasonably well versed 
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in the advertising profession. But the 
surprising thing is that if it is obvious 
it is so obvious that it is being com- 
pletely overlooked by a great majority 
of those responsible for the bulk of 
the direct mail advertising that the 
average business receives daily. 

One needs only to collect the direct 
mail pieces that are received for a 
week, and then compare the format 
and editorial and pictorial technic of 
those pieces with the periodicals that 
are today showing the most rapid 
strides to see the opportunities that 
are being overlooked. In many of 
those pieces will be found copy ma- 
terial that would be a “natural” in 
gaining reader interest if only a few 
simple fundamentals demonstrated by 
the periodicals were used. But, in- 
stead, in an effort to be clever or to 
give more eye appeal, the most con- 
vincing part of the sales story is so 
well camouflaged that few ever rec- 
ognize it. This is not to speak of the 
savings in production costs that in 
many cases could be made and still 
accomplish a more effective advertis- 
ing piece. 

Failure to follow the lead of pub- 
lishers is by no means universal. A 
few have been doing it, and if their 
experience has been similar to ours, 
they will testify on the unusually sat- 
isfactory results. We have been put- 
ting this thought in practice in the 
direct mail work of our clients for a 
number of years, and, in every case, 
have had more productive results at 
less cost than when the conventional 
type of promotion piece was used. 

To illustrate how we have put this 
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in practice, I will cite, in the follow- 
ing, one specific case, giving also a 
few of the factors that were consid- 
ered in the solution of the problem. 

The Majestic Company, Hunting- 
ton, Ind., is an old, well-known firm 
that manufactures better than a half 
a hundred metal building necessities, 
such as coal chutes, incinerators, gar- 
bage receivers, circulating fireplaces, 
fireplace dampers, kitchen ventilating 
fans, floor drains and so forth. While 
it distributes products nationally 
through established wholesaler and 
dealer channels, it has such a varied 
line of products that few outlets 
handle the complete line. Some prod- 
ucts are handled by hardware outlets, 
while others are sold through build- 
ing supply dealers. Still others are 
sold by manufacturers’ agents. 

In addition to the varied types of 
outlets some of the items are of a na- 
ture that the architect specifies them 
by ‘“‘manufacturer’s name” in_ his 
plans. Others he specifies only as to 
type. Selection of some of the types 
of items is left entirely to the con- 
tractor. While still others are of a 
nature that the home owner himself 
is the only buying factor to consider. 

With this widely diversified group 
of buying factors involved, it was a 

(Continued on Page 40) 
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Practical Pointers on Export and 
OuenrseaAs Advertising 


Export and overseas advertising procedure is not as 


baffling as it seems once you understand its peculiar- 


ities. This article sets you straight on many points 


Epitor’s Note: In the preceding part 
of Mr. Robel’s discussion of export and 
overseas advertising, he related some ex- 
periences of manufacturers of industrial 
goods which showed that export business 
is profitable and comparatively simple. 
Figures also were given indicating the 
relative cost of export advertising in rela- 
tion to foreign sales. In this concluding 
installment, Mr. Robel discusses the ad- 
vertising tools for use in promoting over- 
seas business and their applications. 


@ KNOWLEDGE of media, close 
contact with publishers abroad, data 
accumulated through the years, infor- 
mation on markets, translation service, 
knowing where best to purchase for- 
eign language composition and print- 
ing will save you money and much 
detail work in your export advertising 
program. 

Agencies have been largely instru- 
mental in forcing foreign publishers 
—at least many of the Class A pub- 
lications—to standardize rates and 
furnish attested circulation  state- 
ments. Even the conservative Brit- 
ish business papers—many of which 
we still have to buy on faith—are 
coming into the fold of Audit Bu- 
reau of Circulations, Ltd. And as 
for employing overseas advertising 
agencies—you are safe in saying that 
all but the English are space brokers. 

Now to consider the mainstay of 
export advertising—our export busi- 
ness press. I know of no domestic 
business or class journal which gives a 
fraction of the service rendered to ex- 
porters by our export journals. From 
the start of an export department 
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they help in furnishing late market 
data and credit reports, securing dis- 
tributors and agents, supplying lists 
for mailings, making translations, for- 
warding live leads and business op- 
portunities. All this, mind you, at a 
cost of $2.00 less per thousand of cir- 
culation than rates charged by domes- 
tic papers of similar purpose. And, as 
ninety per cent of exporters do not 
maintain a salaried field force abroad, 
the journals do a selling job not ex- 
pected of domestic papers where ad- 
vertising may be followed up by 
salesmen. 

Possibly you are familiar with the 
entire list of export papers, but I 
think this is the place to make brief 
mention by name: 


The American Automobile and El 
Automovil Americano (monthly). World- 
wide coverage of automotive and allied in- 
dustries. The publishers have done a great 
deal of unselfish work in promoting har- 
mony and a better understanding in the 
automotive world. 


American Exporter. Sixty years of serv- 
ice to export. Monthly in three editions— 
English, Spanish, and French. General in 
appeal to most every class of importer in 
every overseas country. 


American Industrial. A newcomer in 


the field published quarterly in Spanish 
and going to a list of names selected for 
high credit rating. General in appeal. 


1938 


Commercial America and America Com- 
mercial. English and Spanish monthiies 
published by the Commercial Museum of 
Philadelphia. General in appeal. 


Electradio. A semi-annual published in 
Spanish and going to Latin-American 
wholesalers and dealers of radio receivers, 
radio components, electric appliances, 
lighting fixtures, etc. 


El Farmaceutico. A monthly printed in 
Spanish for the Latin-American drug 
wholesaler and retailer. Alone in its field. 


La Hacienda and A. Fazenda. Spanish 
and Portuguese monthly editions of the 
only export farm journal. 

Hardware, Machinery and Electrical 
Goods. A monthly, also published month- 
ly in Spanish by the Philadelphia Commer- 
cial Museum. 


Importers Guide. Heretofore published 
four times a year in English, four times in 
Spanish and four in French. Effective 
July 1, the French was dropped, and 
two English and two Spanish editions 
added. General in appeal. 

Ingenieria Internacional. Monthly in 
Spanish with a circulation closely covering 
Spanish speaking engineers, contractors, 
mine operators, road builders, steam and 
electric railway shops and government 
officials. 

Kelly’s Directory of Merchants, Manu- 
facturers and Shippers of the World. A 
yearbook printed in English, the home 
ofice in London. An edition is produced 
here and listed as an American export 
publication. Sells listings and display 
space. Found all over the world 

Manual de Papeleria. Published semi- 
annually in Spanish. Of interest to the 
exporter of stationery, office supplies and 
down the list. 

Oral Hygiene publishes a Spanish edi- 
tion monthly which goes to Latin-Ameri- 
can practicing dentists, dental supply 
houses, colleges and libraries. 

Teatro al Dia. A quarterly in Spanish 
being the only business paper for theatre 
owners, supply dealers, film distributors, 
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importers of theatre supplies and equip- 
ment. 

Universal Commerce 
alternating English and Spanish. Appeals 
to the radio, automotive and (recently 
added) to the refrigeration and air-condi- 
tioning fields 

Revista Aera, a monthly in Spanish, de 
voted to the furtherance of aviation. A 
brand new publication 

Overseas Buyers Guide for Automotive 
Distributors by the publishers of El Auto- 
movil Americano; a yearbook in Spanish 
Only advertisers in the monthly may buy 


Issued monthly, 


space 
Buyers Guide for Engineering and In- 
dustry in the Spanish Reading Markets 
By the publishers of Ingeniena Interna: 
cional. A yearbook in Spanish. Only ad- 
vertisers in the monthly may buy space 
That’s the lot of business papers 
for export. A few consumer papers 
must be mentioned—Cinelandia and 
Cine-Mundial, monthlies for the Span- 
ish speaking movie fans; a pictorial 
monthly newspaper size called Gra- 
fico Internacional; and Revista Ro- 
taria, Spanish Rotarian monthly. I 
do not include the papers serving the 
shipping and importing interests as 
they are not logical outlets for the 
advertising of commodities and man- 


ufactured goods. 


Local Overseas Media— 
Now that we have reviewed the shock 
troops of an export campaign, let’s 
consider the secondary offensive—the 
local media which should be used after 
distributor outlets have been estab- 
lished. 

The industrial countries of Europe 
are well supplied with trade and tech- 
As I have said before, 


state- 


nical papers. 
circulation and_ distribution 
ments are not easy to obtain, but we 
can arrive at a pretty fair estimate 
of the advertising value of a sheet 
by its age, the number and standing 
of its advertisers and we may be in- 
fluenced by the opinion of our distrib- 
utors. Answering my request for a 
circulation statement, I had a letter 
the other day in which the English 
publisher blandly says: “We are by 
far the largest bottling journal in the 
world.” And I believe him! 

Thus, in England and on the Con- 
tinent, the trade, technical and class 
press is quite like ours, in the main 
well printed, well edited and adver- 
tisements are sharply censored. In 
Russia, the American advertiser has 
no choice because there are no com- 
peting trade journals. 

If yours is a consumer product ad- 
vertisable in newspapers, the problem 
is much more simple than in this 
country. In England, for example, 
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Here is an advertiser who is on its 
toes and takes advantage of the op- 
portunity to promote its product to 
oil companies in connection with cur- 
rent wave of “clean service station” 
merchandising going on in the field 


great dailies with over 2,000,000 cir- 
culation reach every part of the 
country. There are also strong pro- 
vincial papers, often used to support 
a national coverage. Excellent week- 
lies and monthly magazines of general 
appeal are numerous. In other Euro- 
pean countries the same situation is 
common. 

South Africa is one of our best 
There we find eighteen 
dailies—some printed in Afrikaans— 
thirty-oné weekly newspapers, nine- 
teen periodicals and magazines, thirty 


customers. 


trade and technical journals, besides 
a good number of class, agricultural, 
horticultural and live stock, also re- 
ligious publications. Pretty fair for 
a populaton of 2,000,000 literates. 
Here’s a hint—if you want to sell 
equipment or supplies for railroads 
and harbors, don’t fail to use a cer- 
tain monthly. It happens to be pub- 
lished by the government. 

This Cook’s tour of the advertising 
world must speed up, because several 
important sections have not been 
touched. India, Burma and Ceylon, 
present problems that vary with vary- 
ing types of products. 

The Anglo-Indian and educated na- 
tive may be reached in government 
office, private business or home by 
good media. And it must always be 
remembered that papers and maga- 
zines from home follow the English- 
man wherever he goes. 





Australia, New Zealand and Tas- 
mania may be handled with the ease 
and dispatch of putting on a cam- 
paign in New England. Good news- 
papers, weeklies (one is called the 
Saturday Evening Post of Australia) 
periodicals and business papers are 
published. Now that Australia has 
let down the bars, we should get back 
into that market using every resource 
at our command. 

In the Far East—from British 
Malaya north to Manchukuo, there 
are newspapers and periodicals pub- 
lished in Chinese, Japanese, English, 
Russian, German and French. There 
are few business papers: Engineering, 
construction and contracting may be 
reached through a thirty-five year 
old monthly published in Shanghai 
in English. It missed one issue dur- 
ing the Sino-Japanese fracas but, true 
to tradition (as it had been founded 
by an American engineer) it came 
out last year in a combined July-Au- 
gust edition, and hasn’t missed since. 
A good engineering monthly is pub- 
lished in Japan. Then there are com- 
mercial journals, medical, educational, 
shipping, mining, automobile, textile 
and banking business papers. Agri- 
culture is a step-child—probably be- 
cause of the illiteracy factor! 

In the Philippines, you sell heavy 
goods to English and Spanish speak- 
ing buyers, consumer goods to both 
and to the native Tagaloz. Media 
in the three languages are available 
and a powerful radio station opens 
air lanes of far flung influence. 

Hawaii is a way station and de- 
spite the numerical preponderance of 
a language native to a larger share of 
the population than is English, you 
won't go wrong if your advertising 
plans include the islands as part of 
your domestic advertising campaign. 
The second and third generations of 
consumer goods buyers are American. 


Latin America—South of the 
Rio Grande, any newspaper worth 
using has a representative in New 
York who is equipped to give good 
advice and supply market and circu- 
lation data. You may take it for 
granted that the leading dailies have 
Take La 
Preusa of Buenos Aires—a daily cir- 
culation of 280,000; Sunday, 400,- 
000. One Argentine family out of 
five buys La Preusa each Sunday. It 
is the world leader in classified ad- 
vertising. Of this paper Fortune 
(Continued on Page 40) 


a national circulation. 
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@ ADMIRERS of good 
have not far to look in the industrial 
advertising field for outstanding speci- 
mens. This applies equally to folders, 
broadsides, catalogs and booklets, be- 
cause the industrial advertising man 


printing 


believes that good printing can be 
measurably successful in establishing 
desirable atmosphere for the mes- 
sage it presents. Let us take some 
current booklets for example. 

Here is a new catalog of North- 
west Engineering Company, Chicago, 
done in brilliant red, gold and black, 
unusual in its 11x8'4-inch, end- 
opening design and format. Four 
sixteen-page signatures are held in 
heavy board cover with gold fabric 
binding. A golden metallic medallion 
embellishes the otherwise simple red 
front cover carrying only the name 
‘Northwest” in gold outline. 


Big photographic reproductions, for 


industrial 
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big machines, and short caption copy, 


present a graphic action story of 
Northwest shovels, cranes, draglines, 
pullshovels and skimmers, power 
plants and other construction equip- 
ment. Sections are thumb-indexed. 
Title pages are rich in red, gold and 
black. 

After the reader has seen evidence 
that Northwest 


everywhere and on all types of jobs, 


equipment is used 


he is shown detail construction fea- 
tures which make their dependable 
performance possible. 

G. C. Williams is Northwest En- 
gineering’s advertising manager. Rus- 
sell T. Gray, Inc., Chicago, is the 
company’s agency. 

When Koppers Company, Pitts- 
burgh, decided to tell the story of the 
which in 


twenty-four years quietly grew to be- 


organization 


come a producer of products for 








— 


nearly every type of industry in the 
nation, it published “Koppers Year- 
book—1938.” Should there be any- 
thing hard or harsh about a big in- 
dustrial company to the reader of this 
booklet, likely it might be 
softened by the smooth, velvety tone 
contributed by the Aquatone presses 
of Edward Stern & Company, Inc., 
Philadelphia. 

This fascinating 8 '2x11-inch book- 
let of thirty-two pages and cover 
and folding property map and cor- 
porate chart is processed in black and 
Pictures, here too, do 


quite 


a soft brown. 
the master story telling job of how 
this progressive organization serves 
industry needs with its varied line of 
materials, products and equipment. 
Figures portray its function as a tax- 
payer and wage payer and earner of 
dividends for its investors. Scores of 


uses can be found for this beautiful 
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A feature of Link-Belt Company's new catalog on Silverlink roller chains 
and sprockets is a twelve-page section in the front designed as a sales 
piece to promote the idea of roller chains and to emphasize the signifi- 
cance of the Link-Belt trade mark in terms of construction points and 


service. 


year book—Koppers’ first, but a good 
one. 

R. H. McClintic is Koppers adver- 
Ketchum, MacLeod 
Pittsburgh, is the 


tising manager; 
& Grove, Inc., 
agency. 

And now comes a very unusual 
booklet, designed for a very different 
purpose, carrying the rather odd title 
“Where Do We Go from Here?” It 
is a thirty-two page, letter press piece 
designed to show the 
graduate what Allis-Chalmers Mfg. 
Company, Milwaukee, has to offer him 
in opportunities for application and 
development of his schooling. 


engineering 


The copy was written to interest 
the student’s father or other interested 
older person as well as to interest 
the student himself. A point that is 
quite important in a book of this 
kind. 
copies to give them a clearer concep- 
tion of the company and its products, 
a more subtle and therefore 
effective handling than any 
commercial manner of presentation. 

The title voices the thought upper- 
most in the minds of all students 
about to be graduated. The intro- 
ductory page, “There’s Work to Be 


Faculty members also received 


more 
more 


Done,” is a sort of challenge and an 
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The pages were strikingly printed in orange, black and silver 


invitation to go places together. The 
whole tone of the booklet carries the 
idea that development work is going 
on constantly, and the inference that 
opportunity awaits the student at 
Allis-Chalmers Mfg. Company is un- 
mistakable. 

George J. Callos, assistant manager 
of Allis-Chalmers publicity depart- 
ment, is in charge of the company’s 
industrial advertising. 

Perhaps the most unusual booklet 
format in the industrial advertising 
field is coming these days from 
James Mangan, advertising manager, 
Mills Novelty Company, Chicago, 
promoting the Mills compressor for 
Differ- 
ent in size, six by seven inches, un- 
usual handling of margins and folios, 
and bleed page illustrations invite the 
reader to start and continue to the 
end. Large type, well spaced, makes 
the page-wide lines of text easy and 
quick to read. Mr. Mangan’s daring 
treatment of printed matter is not 
unknown in the coin operated ma- 
chines field. It contributes variety 
and usable ideas for the industrial 
field in general. Booklets such as 
“Sweetest Performer” tell a sales story 
simply, interestingly and believably. 


refrigeration and other uses. 










Industrial 


expositions 








Aug. 29-Sept. 3. Power Show and Me- 
chanical Exposition, National Associa- 
tion of Power Engineers, Civic Audi- 
torium, Grand Rapids, Mich. 

Sept. 19-21. Exhibit of National Indus- 
trial Stores Association, Netherland 
Plaza Hotel, Cincinnati, O. 


Sept. 21-23. National Industrial Adver- 
tisers Association, Statler Hotel, Cleve- 
land, O. M. R. Webster, 100 E. Ohio 
St., Chicago. 

Sept. 27-30. Iron & Steel Exposition, 
Public Auditorium, Cleveland, Ohio. 
Sept. 28-30. Direct Mail Advertising 
Association, Hotel Stevens, Chicago. 
Oct. 3-5. American Public Works Asso- 
ciation, New York. Frank W. Herring, 

Sec., 850 E. 58th St., Chicago. 

Oct. 3-7. Twentieth Annual National 
Restaurant Association Ex position, 
American Furniture Mart Bldg., Chi- 
cago. 

Oct. 8-15. National Dairy Show, Colum- 
bus, O. Lloyd Burlingham, Secretary, 
Deshler-Wallick Hotel, Columbus, O. 


Oct. 10-14. National Safety Congress & 
Exposition, Chicago. 

Oct. 17-21. American Welding Society, 
Convention Hall, Detroit. M. M. Kelly, 
Sec., 33 W. 39th St., New York. 

Oct. 18-20. American Railway Bridge & 
Building Association — Bridge and 
Building Supply Men's Association, 
Stevens Hotel, Chicago. C. A. Lichty, 
Sec., 319 N. Waller Ave., Chicago. 

Oct. 18-21. U. S. Independent Tele- 
phone Association, Stevens Hotel, Chi- 
cago. Louis Pitcher, Exec. V.-P., 616 
S. Michigan Ave., Chicago. 

Oct. 24-27. American Mining Congress, 
Western Division—Sth Annual Metal 
Mining Convention and Exposition, 
Ambassador Hotel, Los Angeles, Cal. 
Julian D. Conover, Sec., 309 Munsey 
Bldg., Washington, D. C. 

Oct. 24-27. Paint Industries Show, Am- 
bassador Hotel, Atlantic City, N. J. 
Oct. 24-28. National Electrical Manufac- 
turers Association, Palmer House, Chi- 
cago. W. J. Donald, Mng. Dir., 155 

E. 44th St., New York. 

Oct. 24-28. Twenty-third National Hotel 
Exposition, Grand Central Palace, New 
York. Fred W. Payne, Manager, 221 
W. 57th St., New York. 

Oct. 25-27. Railway Electric Supply 
Manufacturers Association, Sherman 
Hotel, Chicago. John McC. Price, 
Sec., 600 W. Jackson Blvd., Chicago. 

Oct. 31-Nov. 4. 20th Annual Beverage 
Exposition, American Bottlers of Car- 
bonated Beverages, Commerce Hall, 
New York. 

Nov. 1-4. National Association of Ice 
industries, Mayflower Hotel, Washing- 
ton, D. C. Mount Taylor, Sec., 228 
N. La Salle St., Chicago. 

Nov. 11. National Automobile 
Grand Central Palace, New York. 

Dec. 5-10. 13th National Exposition of 


Power & Mechanical Engineering, 
Grand Central Palace, New York. 


Show, 
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@ SEIZING the 250th anniversary 
celebration of the founding of Som- 
erset county, New Jersey, in which 
its plant is located, as an opportunity 
to hold open house, The Calco Chem- 
ical Company, Inc., Bound Brook, 
N. J., played host to more than 2,000 
neighbors for two days during May. 
Forty guides took visitors in groups 
of ten to twelve through the plants 
and exhibits, all of which was de- 
signed to show how Calco enters into 
the daily life of its neighbors not 
only through color, but also through 
the wages that Calco pays which find 
their way to the butcher, the baker, 
and all other local business institu- 
tions. 

The tour took guests through the 
various departments of the plants and 
offices. In the Azo plant, visitors saw 
Orange Y Extra Concentrated made 
from raw materials and then used to 
dye wool, the whole procedure taking 
less than two minutes. 

Many booths were erected in the 
company’s maintenance building, all 
showing how Calco products enter 
into daily life. The booths, suggest- 
ing their exhibits, were marked “‘Cal- 
co in Sports,” “Calco in the Living 
Room,” “‘Calco in the Office,” “Calco 
in the Kitchen,” etc. Patterning after 
Life, one booth was labeled ‘“‘Calco 
Goes to a Party” and displayed a huge 
birthday cake with colored frosting 
significant of the 250th anniversary 
of Somerset county. 

Other booths showed the location 
of Calco customers in this country 
and abroad. The company’s advertis- 
ing and sales literature was on display. 
A Ford car was used to indicate the 
use of Calco colors in automobiles. 
Each visitor was given a small folder 
outlining the company’s operations. 

Following a visit to the open house, 
Bound Brook citizens had a better ap- 
preciation of what a chemical plant 
means to civilization as a whole and 
what Calco means to the community 
in particular. Local newspapers which 
were used to promote attendance with 
advertising, gave liberal accounts of 
the event and one published a rather 
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--and does a public relations job right at home 


lengthy laudatory editorial concern- 
ing it. 

“There skeptics here 
prior to the open house,” said Edward 
T. Nettleton, advertising manager, in 
relating the experience, “but there 
are none now. Everyone is unanimous 
in the opinion that it was one of the 
best public relations jobs that we 
could do, and it is our feeling that if 
companies would open their 


were some 


more 


ne | 


we 
i 
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Close-up of a couple of the booths 
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doors and invite the public in, there 
would be a far better understanding 
of business throughout the country. 
“A large number of employes took 
the opportunity to bring their families 
to visit the plant and it was a source 
of real satisfaction to see the pride 
they took in pointing out the build- 
ing where they work or the truck they 
drive. That made us feel that this 
public relations job starts at home.” 


featuring the use of Calco products 
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Letter clinic conducted by 
HERB MERCREADY 
Advertising Manager 
MAGNUS CHEMICAL CO. 
GARWOOD, N. J. 


Maintain Buying Juterest with 


@ HAVE you ever watched the flow 
of your personal mail dwindle when 
you stop writing letters? And, simi- 
larly, have you witnessed the death 
of an idea—seen it gradually, yet 
surely some to a certain stop—when 
the pressure of sales messages let up, 
or stop altogether? 

In the first case, it is fairly easy 
to get the mail stirred up again, and 
into good quantity and quality, too. 
But in the second case, that is not 
always such a simple matter. 

The reason lies in the fact that 
behind the mail in the personal situa- 
tion, lie friendships of long standing 

relationships which are strong 
and vibrant though a bit dormant 
in the intervals between written ex- 
pressions. But in the second instance, 
ideas, like the sale of a product, must 
be constantly fed with the fuel from 
which spring the flames of continued 
acceptance. 

No idea, no product, no service, 
can long endure without constant 
fuel being added to the fire that keeps 
its light bright in the field or market 
which it serves. Such is the simple 
basis of all advertising and sales pro- 
motion effort. 

But it would seem that this basic 
fact is all too often forgotten in the 
realm of sales letters, particularly 
industrial sales letters. For here, with 
all the simplicity, all the effectiveness 
that goes with the good sales letter 
and its ease of makeup and use, one 
would more naturally think that there 
was all the more reason for con- 
sistency of effort and quality. Burt, 
is it so? 

Let’s look at the record. Out of 


Sales Letters 


Once buying interest has been aroused for your prod- 
uct by advertising or personal effort, “keep the pot 
boiling’ with a consistant flow of planned sales letters 


the pages of my own experience and 
that of others with whom I have 
talked on this subject, there appears 
a woeful lack of consistent effort in 
industrial sales letter writing. 

I cannot name more than a mere 
handful of concerns seeking industrial 
business from my company who regu- 
larly and consistently send us sales 
letters! And the quality and consist- 
ency of thought in the letters we 
do receive -is little more than likely 
to be characterized as “just another 
letter” from so and so. 

How often it seems as though each 
of these letters was the product of 
some thought of the moment, with 
little or no relation to the messages 
which had preceded it, and none 
whatever to those which might fol- 
low? 

Granted that 
cerns do send sales letters, but not 


many, many con- 
regularly or consistently. There may 
be a flurry of them, after an inquiry 
on our part, or the call of some new 
or unusually aggressive sales repre- 
sentative. But it generally dies down 
and is almost if not entirely forgotten 
when, occasionally, some time later 
we are ready to order a product or 
service of that character! 

“Little drops of water against the 
That old expression, to my 
mind, best serves as a by-word as a 


stone.” 


well-spring of inspiration to the 


writer of industrial sales letters. For 
in most cases (there are exceptions, 
of course), all we can hope to do, 
all we can usually plan to accomplish 
in a letter—is to further to some 
degree (indefinte to us), the idea we 
are attempting to put across. 

Thus it is that successively we do 
the whole job. Each letter builds 
upon the preceding one, until a series 
of these messages written following 
patterns as old as the hills—for letter 
writing is not a product of yesterday 
story that wears the 
“stone” of ignorance, of indifference, 
of opposition. 

Were we to talk to our prospect 


—=Weaves a2 


face to face, we would have ample 
opportunity to discuss the whole story 
at one sitting. Our prospect would 
bring forth his views, and one by one 
we would answer them completely 
in our best manner. But a series of 
sales letters is somewhat like a one- 
sided conversation. Perhaps that is 
why it is so hard to keep up! We 
sort of pre-suppose what arguments, 
what conflicting opinions the prospect 
advanced upon reading our last mes- 
sage (if he read it!). On that assump- 
tion we plunge on, and many times 
that is not easy. 

I like to think of a series of sales 
letters, like the letters one 
write to a friend telling him about 
something you think he should be 


would 
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interested You write, and he an- 
swers with a host of questions on 
points you didn’t cover in that first 
letter. You write again, a bit more 
heatedly this time, for his questions 
have spurred your own enthusiasm. 
He comes back again, a bit more in- 
spired on his end, and you reply 
again, a little hotter, and so on, until 
the idea is put across and running 
When that last happens, 


your letters unconsciously take on 


smoothly. 


the nature of a periodic check-up, 
which may run along for the entire 
spell of the life of the idea. 

Now, isn’t that the whole basic 
idea behind these sales letters which 
you and I write day in and day out? 
I“have an idea, you have an idea, we 
each have countless prospects who we 
can make into friends, to whom we 
wish to put across that idea. One 
letter won’t do it. Two may, in some 
Three, perhaps, will do in 


more cases. But true success comes 


instances. 


only when we go on and on over a 
long period of months and years, 
building that prospect into a cus- 
tomer, then into a friend, and then 
making that friendship lasting. 

The only difference lies in the fact 
that our prospect may or may not 
feed us the “comebacks” a friend 
would . . . those “comebacks” which, 
like in the personal sale, give us the 
cue as to which point to tackle next, 
and so on. Lacking that, our sales 
letters must have the same basic con- 
tinuity, the same consistency, just as 
though the prospect were answering 
us, prodding us on. 

Unless a prospect hears from us at 
some regular interval—not just when 
we get a “bright idea” or a “brain- 
storm”—the “pot” of his enthusiasm 





Join the Letter Clinic 
Readers are invited to 
participate in this letter 
clinic by submitting their 
own work as examples of 
effective letters or those 
they receive which they 
believe to be good exam- 
ples. Your letters will be 

lyzed constructively 
(without identity being re- 
vealed if requested) if 
you will send them to the 
editor with a statement of 
their purpose and objec- 
tive. 
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for us, his latent ability to become a 
friend of ours, dies down a bit if not 
entirely. For, direct sales contacts 
can maintain the fire somewhat. 

It is a fact, however, that in these 
days of hectic living and high-pres- 
sure commercialistic effort, we are all 
too crowded for time. There are too 
few hours in the day to do all we'd 
like. And your sales force, and mine, 
are no exception in this. To be suc- 
cessful we must both “keep the pot 
a boiling”—and sales letters issued 
regular timed intervals, written in a 
manner likely to raise the heat of our 
prospect’s enthusiasm to the fever 
point in steady steps—offer a most 
logical answer, especially in these days 
of “economics” in sales promotion 
work. 

The Factor of Timeliness 


It’s an easily understood fact that 
if a message hits us at a time when 
we are likely to be thinking about 
that very subject, our reaction is also 
likely to be a bit more favorable, 
bit more generous. 

The Curtis Pneumatic Machinery 
Company letter reproduced herewith 
is a good example of this. The letter 
is mailed to companies who are re- 
ported to be planning plant expansions 
or installation of new equipment. It 
introduces the Curtis line by product 
classifications, encloses a folder pic- 
turing the line and offers detailed de- 
scriptive bulletins and prices of any 
specific item. Then follows an insti- 
tutional paragraph and a closing para- 
graph urging definite action. 

Our thanks to clinic member Len 
Blake, Curtis a.m., for another fine 
contribution to our symposium. 

What do you do when your cus- 
tomer or prospect is written up in a 
magazine article? Each month a 
veritable flood of trade publications 
pours forth upon industry. Each 
month each one of these magazines 
carries in its pages a wealth of knowl- 
edge of products, of processes, of 
methods, of new ideas. Many times 
a customer’s plant or process is writ- 
ten up. More often it is a prospect. 

These opportunities for sales pro- 
motion effort are not often over- 
looked, it is true. But it is pleasing 
now and then to run across a story 
of what happens when a sales letter 
enters that picture. 

Recently a manufacturer used a 
letter to compliment a former cus- 
tomer on a writeup of its plant and 

(Continued on Page 39) 
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Curtis PNeumMatic Mcuy. Co 





jentlemzen 


Be understand you have plans for a project involving new 
construction, plant expansions or the installing of new equipment 
Se sanufacture - 


a - CURTIS Tieken Roller Bearing Model °C*® and Model “°F* 
etetionary Air Co ompreeso rs - 1/4 to 50 H.P. in size 
-c S Air Hoiste and Cyl inders for any *lirt* 
cpus or pull probles, up to 10 ton capacity - adaptable 
to ash hoists, ice elevatore, filter preseers, furnace 
a and the like, as well as for lifting and handling 
terials 





SURTT S&S Bridge Crenes also bracketed wall jit cranes, 
1/4 to 10 ton capac with or without air hoist for 
power lifting 
4 - CURTIS single and double I-beam overhead Trolleys 
« - Air Tanks and Fittings 
The little C-22-B folder gives you a comprehensive ides 
+ 4 r line, but complete d@ ed descriptive bulletins and price 
ists on any of the above cen med items will be sent on req t 
th ¢ Performance data bulletin C-25-A 






ith no ligation on your pert. 
ites ac l savings effected with CURTIS Equipment Doubtless you 
would like to have detailed bulletins on file for future if not 
immediate use 








1 engineering, designing and 
and over a third of a century 
in the manufacture of sir compressors 
wn and Br adetreet rating AaA-1, 

SURTIS equipment therefore 


CURTIS has been a succe 
manufacturing institution for 62 y 
bas been devoted to special 
and 3800 OO air machiner 

000,000.00 and over, bighest “eredit 
is ‘not likely to become an orphan 











Won't you give us an idea of your pre obable requirement °. 
so that we wsy gake definite re sanentat ons and quote spec 
net prices? 





@ very truly, 
TIS PNEUMATIC MCHY COMPANY 
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WODACK ELECTRIC TOOL, CORPORATION: 


» PORTABLE ELECTRIC TOOLS a a 
CBKAGOILL.USA —™* 


July 





Passaic, 


Gentlemen: Your inquiry on our reply cerd is re osived. 
@ few short peregrophs I r 

you the edvantages in using the 

Combinetion Llectric Hammer and 


Fine tat hands hot only lave we proven it by lore factory test 
rune, ov un reds of contrectors hav ed it om alledsy drilling 
jods. I wish you could reed the letters we received. & opy of 
one of them is enclosed, 


Besy is Operete. Heavy enough to be strong on ureble, yet light 
enoug or @ man to hold without tiring, a he herdly notée y 
vibretion. ot too much stoop ne : drilling holes ir nercte 
floors. Has «6 comfortable reech for over a i herd-to-reech 


pleces. it's @ “one man” tool. 











Besy to Service, which is 4 very importent point. tric 
nenmers neec servicing, but in the "Do-All” we hav the 
hamucr mechanism so simple thet you teke it « t it 
together eagein. Isn't that the kind of electric hemmer you nt? 
4 Profit Beker, It steps up e man’s work. Does the drillin 
quicker than with hand tools. Cuts tt labor t per hole. 
“DO-aLL” soon pays for itself end tt r e r 
2 Jools in}. You pay for an electric hannerz t r 
enc Gn electric drill. That feature me sells hynireds 
HOW TO VAUJEA--Spect ity either Model “Ja” or Lodel "MDH," and 
Outfit go, #2 r volt : 





@iameter of er ll or dril 4 will z ri 
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Here's a comprehensive presentation of the whys and 





wherefores of industrial advertising which will serve 


to clarify and simplify some thoughts on the subject 


The Why, When, Where and Hou 
Industrial Advertising 


many reasons 


Wh THERE are 
Y for advertising in business 
publications, yet the most important 
reason to an advertiser is to educate, 
persuade and move to favorable action 
the members of an editor’s audience. 
This goes back to the study and eval- 
uation of markets; and it is why I 
always say that publication advertis- 
ing cannot be successful unless it is 
sensitively in tune with the advertis- 
er’s marketing strategy. 

More sins than I can enumerate 
have been committed in the name of 
advertising by men who said “It pays 
to advertise” and then went ahead 
and advertised the wrong thing to the 
wrong people. 

Millions of dollars have been wasted 
and millions of precious hours mis- 
spent, and what got the blame—mis- 
directed thinking? No, advertising 
was culpable only for these sins of 
omission and commission. It is all 
very ridiculous, but it reveals again the 
axiom that when men do not think 
clearly they act unwisely. 

If I were a free lance advertising 
man and a machinery manufacturer 
invited me in to tell him why he 
should advertise, I should in all like- 
lihood give him this answer: “Your 
salesmen cannot see all your customers 
and prospective customers every day 
of the selling year. Neither can ad- 
vertising, but advertising can see them 
oftener than salesmen, and it will 
help those salesmen get business that 
otherwise would be physically impos- 
sible for them to get; and by the 
same reasoning, the right kind of ad- 
vertising will help them hold business 





From an address before the American 
Supply and Machinery Manufacturers 


Association, Pittsburgh 
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By WILLIAM E. McFEE 
Director of Copy and Plans 


THE AMERICAN ROLLING 
MILL COMPANY 


that otherwise might slip away be- 
tween delayed calls.” 

This, of course, provided that the 
business of a manufacturer or distrib- 
utor is logically geared up for adver- 
tising. Some businesses are not, and 
it is a wise executive who knows or 
intuitively senses when he should ad- 
vertise and when he should not. 

Advertising is no panacea for distri- 
bution ills. The product must be 
right; the market must be receptive; 
the distribution channels must not be 
filled up with silt; and the manufac- 
turer or distributor must realize that, 
unless seasonal factors intervene, once 
he begins to advertise, he is commit- 
ted to it as long as his business en- 
dures. 

The highways of advertising are 
littered with the wreckage of failures, 
failures caused by ignorance of how 
advertising really works as well as by 
grave marketing errors in which mis- 
directed advertising played a promi- 
nent part. 

So, we see that WHY you should 
advertise hinges no less on what you 
have that industrial buyers should 
know about than on what you have 
done to put equipment and materials 
into buyers’ plants when they want 
them. Advertising thrives on distri- 
bution and becomes thin and under- 
nourished when it goes its way alone. 

Advertising should never be blamed 
for anything, because it is a useful 
business tool; it is the men who pro- 
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duce wrong advertising who are at 
fault. 


When As to WHEN to adver- 


tise, there is only one an- 
swer to this, and that is all the time. 
Timidity and _ indecisiveness were 
never twin virtues here. In advertis- 
ing as in love, the rewards go to the 
bold and persistent suitor. 

No, once you start to advertise, 
and you have a good product to back 
up that advertising, and you have the 
necessary distribution and able sales- 
men to make that product quickly 
available, you might as well cut off 
your writing hand as cut out your 
advertising. If you cut off your hand, 
you would have an excuse for not 
creating the advertising, but other- 
wise you would be lopping off your 
head, and that would be suicidal. 

I wouldn’t like to think of where 
my company would be today without 
advertising. It would make me shud- 
der a bit, I'll tell you. Great as I 
think Armco has been, and is, in 
management and employe relations 
and all the rest, it has been infinitely 
greater because of consistent — and 
pardon me for saying so—skillful 
advertising. 

For us at Armco, the WHEN to 
advertise was shortly after that strug- 
gling little steel industry was born 
in 1900. -Of course, the fact that we 
decided to be producers of specialty 
iron and steel sheets instead of trying 
to compete against the commodity 
giants—that had a lot to do with it; 
but even so, our management from 
the very first was conscious of the 
value—yes, the necessity of doing a 
persistent and ever-broadening adver- 
tising job. 























to advertise is now, 


So, WHEN 
and now is always—admitting that 
your product is right, your markets 
are ripe, and your distribution ade- 
quate to the needs of the hour. 


Where WHERE to advertise is 


probably the crux of the 
whole problem. I have touched on 
this vital theme before, but it will 
bear reiteration and extension. 

We at Armco have found only one 
way to pick a winner in the maga- 
zine advertising race, and I'll try to 
give you a simple explanation of the 
way it works. 

We go into a huddle with our 
Sales and Marketing Development 
Divisions—I mean the men respon- 
sible in those groups. We find out 
all we can about who is buying, or 
could buy, our product—what he 
does, who he is, how he buys, and 
what buying or specifying influences 
he is subject to. It’s Kipling’s philoso- 
phy again: “Who, What, Why, 
Where, When, and How .. .” The 
best servants a marketing or adver- 
tising man can have. 

All right, now we are better ac- 
quainted with these potential buyers. 
Where do we go after we have 
learned to whom we must advertise, 
and as much as we can about his 
buying habits? We go to the store- 
house of his mind. We try to find out, 
specifically, what he reads and why 
he reads it. We may have to go out 
and interview a few of “him” to find 
out. We may resort to a survey to 
determine his reading preferences. Or, 
we may know enough of him by now 
to consult a standard reference, such 
as Standard Rate and Data Service, 
or The Market Data Book Number of 
INDUSTRIAL MARKETING, to ascertain 
how many of “him” reads one or 
more magazines. 

As useful as these reference books 
are, however, they barely scratch the 
surface. They serve to guide our 
thinking, but we must have more in- 
formation; and so we go to the pub- 
lishers whose magazines we have ten- 
tatively selected and ask them to lay 
all the cards on the table. Before 
long, by weighing and comparing, by 
close scrutiny of the Audit Bureau of 
Circulations reports, Controlled Cir- 
Audit reports, and even 
publishers’ reports (though we ap- 
praise the latter cautiously where only 
they are available), we have begun to 
arrive at the truth and nothing but 
the truth. 


culation 
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This group of advertisements and direct mail pieces for the Axelson Manufac- 
turing Company, Los Angeles, received first award in the industrial advertising 
display at the Pacific Advertising Clubs Association convention in that city 
last month. The Copy Chasers picked the display advertisements for recogni- 
tion in the April "O. K. As Inserted" feature (see page 26 of that issue). The 
McCarthy Company, Los Angeles agency, directs this advertising account 


Right at this point I must say 
something about the Publishers’ 
Statement Form of the National In- 
dustrial Advertisers Association. I am 
not exaggerating one whit when I 
tell you that it is the most useful 
single contribution ever made to in- 
dustrial advertising. 

I concede and always have con- 
ceded the worth of A.B.C. state- 
ments, C.C. A. statements, and the 
honest statements of sincere and eth- 
ical publishers. But up to the year 
1937, when the N. I. A. A. presented 
its Publishers’ Statement Form, over 
which the best brains of industrial 
advertising had labored for five years, 
there had been a No-Man’s Land in 
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circulation analysis that no selfish in- 
terest had succeeded in crossing. It 
wasn’t that the publishers didn’t want 
to do it; it could only have been that 
they didn’t know how to do it. It 
finally took an association whose 
members have common interests and 
common problems to set forth pre- 
cisely what information they had to 
know about magazines before they 
could intelligently and wisely and 
profitably buy space in magazines. 

I wish I could take this N. I. A. A. 
Publishers’ Statement Form and go 
over it point by point with you. You 
would discover that for the first time 
in industrial advertising history guess- 
work has been eliminated from the 
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purchase of advertising space—space 
better 


paper than convey the wrong message 


that had far remain white 
to the wrong people. 

To those of you who are respon- 
sible for advertising policies, or for 
the effective use of business paper 
advertising, I earnestly urge you 
to do this: write to M. R. Webster, 
headquarters secretary of the N. I. 
A. A., 100 East Ohio St., Chicago, 
and ask for a copy of this form. 
When you get it study it well, and 
if you see the great value of this 
form, as hundreds of other industrial 
advertisers have, ask every publisher 
who wants you to advertise in his 
magazine to fill it out for your en- 


lightenment and guidance. 


Before I leave this WHERE busi- 
ness I want to touch for a minute 
on the extreme importance of an un- 
seen though tremendously-felt quan- 
tity. Maybe an editor would resent 
my labeling him as a “quantity,” but 
he is that and more. I'll tell you why. 
[ firmly believe that if a competent 
industrial advertising man were con- 
fronted with a difficult media selec- 
tion, and he could do only one thing 
about it, he would rather have a face- 
to-face, heart-to-heart talk with the 
editors of the magazines under con- 
sideration than anything else. Who 
better should know his audience than 
the editor—their hopes, prayers, aspi- 
rations, and, especially in the indus- 
trial field, their problems? 


Why industrial advertisers do not 
scan every editorial detail of the pub- 
lications they use is a deep mystery to 
me. There it is, a goodly part of the 
evidence that reveals or does not 
reveal whether your advertising will 
be in congenial company. 

Even as a man is known as much 
by the company he keeps as by his 
works, so an advertisement is known 
and—more important—acted upon 
by the editor’s work with which it 
associates. To my mind, there is no 
more important fundamental in ad- 
vertising procedure than this; and you 
can’t observe it simply by scanning 
the table of contents. You've got to 
dig deep into the editorial contents. 
[hat is where the reader finds his 
editor, and that’s where an editor dis- 
covers his readers. 

Give me the right market and the 
editor and I will move the 
Thus 


boast of a modern Archimedes among 


right 


earth. might go the proud 


idvertising men. 
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ELJER CO., FORD CITY, PA. 


There are times when human interest 
can be injected into business adver- 
tising and made to emphasize a sales 
point, as has been done in this ad to 
plumbers for the Eljer Embassy bath, 
which has features especially desir- 
able for homes with children. Walker 
& Downing, Pittsburgh, is the agency 


How The HOW of my subject 
dismays me. Still, I feel 
that the creative part of industrial 
advertising, vital though it is, can 
be summed up concisely and spe- 
cifically. Ah! there’s the word that 
works magic in advertising—specific. 
In developing this thought briefly, 
let me bring two helpful quotations 
to the rescue; one from the tongue 
of William Wrigley, that astute con- 
sumer advertiser, and the other from 
an article I once wrote. 

Wrigley said, and mark the sim- 
plicity and clarity of these words: 
“Advertising is for the purpose of 
telling a man you have something 
he needs and then keep on reminding 
him of it.” 

Almost too obvious to think about 
twice, isn’t it? But successful adver- 
tisers think about it, consciously or 


unconsciously, every day of their 
lives. 
I said in that article of mine: 


“Find out what prospective buyers 


want to know about your product 


and keep putting that information 


into your advertisements.” 

Of course, you can adhere to 
Wrigley’s philosophy and mine, and 
still fall short of the mark. If you 
magazines, 


have chosen the right 


have been a _ consistent advertiser, 


and have put into your messages the 
wants, and 


information the buyer 





your advertising remains futile and 
ineffective, then look to the copy. 

After all, people don’t have to read 
advertising. They read it because they 
want to, and chiefly because it offers 
or promises something of benefit to 
them. And nowadays there is so much 
competition for a man’s time that he 
simply will not bother with irrelevant 
or selfish advertising appeals, with dull 
stuff that bores him, or with adver- 
tising that lifts him up only to drop 
him with a resounding thud. 

After fifteen years in the service 
of my company’s advertising, I can 
only say this of copy, the inner heart 
of it all: Be sincere; be interesting; 
be as informative as you can in lim- 
ited space; be considerate of the read- 
er’s time as well as his interests; and 
of course you must be persuasive and 
convincing. 

The greatest vice of advertising is 
insincerity, making promises that 
your product or service cannot pos- 
sibly fulfill; but the cardinal sin of 
advertising, as of all writing, is dull- 
ness. It is that because, as I said, 
people will not read flat, insipid, color- 
less words; and when they won’t read 
you are ignored; and when you are 
ignored you are heading straight for 
oblivion, the only real fear of an ad- 
vertiser’s existence. 

What if you feel impelled to ad- 
vertise, for the good of your business, 
and you know nothing about it? You 
should admit it, you know, for the 
good of your business, if you do not 
What to do? Well, advertis- 
ing is a business, after all, and the 


know. 


only answer to that question is: get 
the most capable advertising man or 
agency that your needs and circum- 
stances will afford. Then, if you trust 
him (and you should) and if you 
have obtained the right man, take 
market- 


him into your confidence, 


wise, at least, teach him everything 
about your business that he should 
know to do an intelligent job, in- 
spire him and make him enthusiastic, 
and then turn him loose to create the 
sort of advertising that helps bring 
in orders. 

doing a 


The necessity of strong 


job in industrial magazine adver- 
tising is greater than ever before, is 
really greater than in consumer maga- 
zine advertising. Attention is harder 
to get. Resourcefulness is imperative, 
because you are talking to specialized, 
well-informed audiences and you can- 


(Continued on Page 34) 
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URING the past three and a half years, 

more than 75 modern streamlined or 
high-speed trains were placed in service—an 
outstanding indication of the manner in 
which the railways are improving and mod- 
ernizing their equipment and facilities .. . 
and conclusive evidence that they are alert to 
the advantages of new products, materials 
and equipment that manufacturers have made 
available. 
It is to this progressiveness that a railway 
president referred when he recently said, 
“there is no stalemate of diminishing interest 
in railway problems but rather a stepping up, 
an increasing efficiency, a newness amount- 
ing to actual genius.” Here is proof that your 
aggressive railway sales and advertising ef- 
forts will fall upon fertile ground. 
Manufacturers who point out the economies 
and merits of their products through con- 
tinuous advertising 
campaigns in the 
outstanding railway 


There is No Stalemate in 


Los Angeles 


THE ROAD TO 


Railway Progress and 


Development 


_ 





iy ' 17 Pree-.. a 


* 


publications, will place themselves in 
the best position to secure a greater share of 
railway business—not only from the present, 
but from the greater future railway market 
that right now, is evolving on the drafting 
boards of the nation’s railways. 


In selling to the railways, the five Simmons- 
Boardman departmental railway publications 
present an unsurpassed opportunity to select 
and reach effectively, without waste, the par- 
ticular railway men who initiate and decide 
upon purchases of your products. Each pub- 
lication is devoted to the interests of one of 
the several branches of railway service and 
each one has a specialized circulation of rail- 
way men who authorize, specify and influence 
purchases. 

Your aggressive advertising representation 
in one or more of the Simmons-Boardman 
departmental railway publications will assure 
effective, properly-directed publicity for your 
products in the railway industry .. . thereby 
paving the way for increased sales. 


Simmons-Boardman Publishing Corp. 


30 Church Street, New York, N. Y. 


105 W.AdamsSt.,Chicago Terminal Tower,Cleveland Washington, D.C. 


San Francisco Seattle 


All A.B.C.-A.B.P. 
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S$ AV ET 


for the N. 1. A. A. Conferenceto 


Here's a preview of the things you'll get 


T. M. Girdler, Chairman, Republic Steel 

* Corporation, is scheduled for the opening 

address, and when “T. M.” talks he says 

something. He will tell you how Republic 
Steel is solving today’s problems. 


2 J. H. McGraw, Jr., President, McGraw- 
* Hill Publishing Company, Inc., will talk 
on a subject that will interest every advertis- 
ing and sales executive—"Industrial Trends 
and Their Significance to Industrial Advertising 
Managers Now.” 


3 Two masked speakers will attack two 
* very interesting angles of advertising. 
The first. and rumor has it that he is a pub- 
lication “rep,” will tell you what he would do 
“If I Were an Advertising Manager.” After 
the smoke has cleared, the second, and you'll 
have to guess who he is, will try to even the 
score with “If I Were a Publication Represen- 
tative.” 


4 Oh, yes. The New Publishers’ Statement 
* will be laid on the table. The Pros and 





Cons that have been collecting in a hundredg Don't 
offices will be dusted off and given a pre pmels 
schedule-time airing. NLAA 


5 Clinic sessions, so popular last year, 

* cover a wide range of subjects—but lshers 
will be two half-day sessions this year i : 
of one. Programs and announcements 
keep you advised. preciatt 


6 A bang-up General Conference Sessionj plenty 
* will cover these subjects—”Preparing thef the ex 
Plan,” “How to Gather Usable Material,” “Copy§ Chairn 
Technique,” “How to Sell Management,” “Cof Compc 
ordinating Sales and Advertising” and “Ho¥) Cjey 
and Why to Use an Industrial Agency.” bigges 


Another session will deal with “Problems data t) 

* of the Small Advertiser,” “Production§ ‘or the 
Problems,” “Public and Employee Relations'’} the ba 
and similar subjects. able te 
3 Basic information will be given on “Publif You 
* cations and Their Evaluation,” “Catalogsg send » 
and Sales Manuals” and “Departmental Org NOW 
ganization and Budgets.” land, ( 





This advertisement is published through fy of 
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THESE THREE DAYS 
‘ato be held in CLEVELAND 


ef 








ndredt ~Don't overlook the Educational Exhibits—the 
-prefpamels showing the accomplishments of 
NLA.A. members during the last twelve 
months, and the booths (all sold, by the way) 
presented for your inspection by printers, pub- 


lshers, agencies, paper makers and equipment 
manufacturers. If you are planning panels, N A T | O N A L 
member that early reservations will be ap- 
preciated by the boys who will have to burn 
plenty of midnight oil in getting this part of 
the exhibit ready. Write R. E. Bandelow, N D S T R | A L 
lopys Chairman of Panels Committee, The Caxton 
“Col Company, Cleveland, O. 
Ho¥} Cleveland will give some surprises—but the : 
biggest one will be the amount of solid factual ADVERTISERS 
lems} data that you will garner in these three days 
ction} for the paltry $10 that covers your registration, 
ons’ the banquet and entertainment that you will be 


eto ASSOCIATION 
ubli§ You will save time upon your arrival if you 


rs _ your advance registration and check 
OW to Paul Teas, N.B.C. Building, Cleve- M ’ 
land, O. 100 E. Ohio St. Chicago, Ill. 


th sy of the McGraw-Hill Publishing Co., Inc. 
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Market Information 
From Publishers 


@ WITH rapid changes being made in indus- 
try in the development of new products and 
processes and the addition of unrelated items to 
old established lines, there is need for more and 
better market information from business paper 
publishers. Industrial advertisers don’t receive 
nearly as much basic information about the 
markets covered by the publications soliciting 
their business as do manufacturers of consumer 
goods from general media. Yet it might be 
considerably easier for the latter to rate a 
potential market with reference to circulation 
than for the industrial advertiser to gauge the 
buying power of a business paper’s audience. 

When a manufacturer of pumps or wire rope 
is asked to spend his advertising money for space 
in a publication covering a certain industry, 
why shouldn’t he reasonably expect to learn 
from the publisher the readership’s buying power 
with respect to his particular type of product? 
In other words, what is the potential volume of 
business the manufacturer is asked to shoot at? 
Then, calculating the possibilities with reference 
to competition, the advertiser has some chance 
to visualize the justification for the proposed 
investment. 

There is a trend toward more selective buy- 
ing of media in the industrial field. In another 
direction this is strongly reflected in the N.I.A.A. 
Publisher’s Statement Forms. Will business pub- 
lishers anticipate the next step and provide ade- 
quate market information of their circulations? 
It is greatly needed and its development will 
equip publishers’ representatives with powerful 
sales ammunition. At the same time it will en- 
able industrial advertisers to do a more effective 
job, on which, after all, rests the progress and 
future of business paper advertising. 


Charging Dealers for 
Advertising Literature 


@ OCCASIONALLY an advertising manager 
confronts himself with the question as to 
whether he could get more effective use made 
of his dealer literature and reduce waste if a 
charge were made for the material. While some 
advertisers have been successful in getting deal- 
ers to pay for advertising literature, it is ques- 
tionable whether that is the solution to the actual 
problem. 
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First of all, in approaching the matter the 
true relationship of the dealer or distributor to 
the manufacturer should be established. Then 
it should be determined whether each is func- 
tioning properly, efficiently and satisfactorily in 
the desired distribution setup. The answer to 
the question raised will then reveal itself as not 
a matter primarily of expense or waste of adver- 
tising material, but rather of proper advertising 
coéperation with the sales effort. 

Dealers and distributors are correctly re- 
garded as an integral part of the manufacturer’s 
sales organization and if the proper relationship 
exists in the first place, there will be no more 
waste of advertising material on the part of the 
dealer than with the advertiser. In the second 
place, under the correct operating conditions 
then, charging the dealer would be the same as 
charging the manufacturer’s own salesmen for 
the advertising material they use. 

There is no question but that the use of adver- 
tising literature on the part of both dealers and 
salesmen needs supervision for best results, and 
if each is sold on its true function and real 
value as a sales tool, there will be no need for 
placing a price on it to establish a value. And 
after all, the monetary value of advertising of 
any form is not the appreciation that is wanted. 


N.IL.A.A. Annual Survey 
Of Advertising Budgets 


@ THE annual survey of advertising budgets 
which is made by the National Industrial 
Advertisers Association is one of the most con- 
structive activities of that body. Facts which 
are established by this survey serve a useful pur- 
pose to many advertisers as a guide and check 
in planning distribution of their appropriations. 
Individual situations and requirements may 
dictate deviations, but as a general rule the 
averages established may be relied on as worthy 
suggestions. To make the work most valuable, 
it is necessary that as wide a cross-section of 
budgets as possible be represented, and indus- 
trial advertising executives are urged to con- 
tribute their bit in this important project by 
returning the forms promptly, filled in with as 
much detail as possible, but at least with the 
major breakdown completed. Additional blanks 
may be obtained from N.I.A.A. headquarters, 
100 E. Ohio St., Chicago, without charge. Non- 
members are invited to participate in the survey. 
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Part of the entries in "Industrial Marketing's" competition for annual awards to business papers for publishing achieve- 
ment being opened and inspected by Ralph O. McGraw, editor, center; Murray E. Crain, associate editor, left, and 
E. Kebby, secretary, Advertising Publications, Inc. A jury of awards will decide the winners under three classifications 


Entries Pile Up G4 Comnelition for 
Publishing Achievement Closes 


Publishers serving wide variety of industries in 
U.S. and Canada enter contest for annual awards 


@ INDUSTRIAL MARKETING’S first an- 
nual competition for awards to business papers 
for publishing achievement closed August 1. As 
the closing date neared, entries poured into the 
contest secretary’s office by first class mail, air 
mail, parcel post, express and special messenger. 
The number of publications entering the com- 
petition was expected to total more than 150. 
The number of individual entries will greatly 
exceed that amount as many publishers sub- 
mitted material for each of the three classifica- 
tions, and in some cases several pieces for classi- 
fication number two; for the best single article 
or editorial. 

As soon as all the entries can be opened, ac- 
knowledged and classified, they will be submitted 
to the jury of awards who will begin their study 
of the material at once in order to complete their 
evaluations in time for the presentations of the 
awards at the Sixteenth Annual Conference of 
the National Industrial Advertisers Association 
to be held at Hotel Statler, Cleveland, Sept. 
21-23. 

The jury of awards is composed of Julius S. 

loll, advertising manager, Link-Belt Company; 
William E. McFee, director of copy and plans, 
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American Rolling Mill Company, Middletown, 
O., past president of the N. I. A. A.; Walther 
Buchen, president, The Buchen Company, 
agency; Harvey A. Scribner, president, Russell 
T. Gray, Inc., agency, and William F. Kittridge, 
director of design and typography, R. R. Don- 
nelley & Co., printers. 

The awards will be made according to three 
classifications, with honorable mentions being 
included in each division, as follows: 

1. For the best series of articles, editorials, 
or general editorial campaign around a definite 
objective. 

2. For the best single article or editorial per- 
tinent to the advancement and welfare of the 
field served by the publication. 

3. For the greatest improvement in typog- 
raphy and format and general appearance. 

The competition was established by INpbus- 
TRIAL MARKETING with the desire to stimulate 
greater thought on the part of business paper 
publishers toward improving their publications 
both editorially and physically in order to make 
them more appealing and useful to their read- 
ers and thus more effective as advertising 
mediums. 
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Less Hot Air Than 
You Might Think 


A survey made several months ago 
by McGraw-Hill Publishing Company 
uncovered certain facts about how the 
commercial and industrial markets 
had been sold by individual air condi- 
tioning equipment manufacturers, 
which may be interesting to review 
before looking at current advertis- 
ing in that field. 

Asked what makes of air condi- 
and pur- 
commercial and 


tioning they considered 
chased, both the 
industrial markets answered “Carrier” 
and “York” in the greatest propor- 
tions. Being the pioneer, being almost 
exclusively an air conditioning firm 
(in the term’s “purest” sense), Car- 
rier’s preeminence is understandable; 
York, second “in,” rates first now 
among_ industrial establishments. 
Other leaders are the big “names” like 
General Electric and Delco-Frigidaire. 
Westinghouse and Carbondale 
(Worthington) stand five and six 
among commercial establishments, 
Grinnell (or American Moistening) 
and American Blower five and six in 
industry. 

A few more facts the 
brought out, for you to keep in mind: 
reason for brand preference was stated 
by commercial firms to be cost, de- 
pendability, reputation of manufac- 
turer, engineering service, in that or- 
der; by industrials: dependability, 
cost, reputation, somebody’s recom- 
mendation (always an important prej- 
udice-maker in industry), and engi- 
neering firms 
advertising was recalled most fre- 
quently were (commercial) Carrier, 
York, G-E, Airtemp (fourth in this 
rating, eighth in the “consideration” 


Delco, 


survey 


service whose 


rating), Westinghouse; (in- 
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A few take the Hot Air out of Air 
Conditioning Advertising . . . Look-Alikes 
... the Passing Show... Capitalizing an Error 


Orrset Propuction UP 15% — 


Carrier 


Air Conditioning 


Tebe Weather Less off Your Payroll 
© Tee « ~ , 


— = 


dustrial) Carrier, York, G-E, Air- 
temp (no factor at all in the other 
rating), Westinghouse, Delco. Amer- 
ican Blower, Grinnell, Bryant Heater, 
Sturtevant, Carbondale, Buffalo Forge 
and others who actually sold a fair 
percentage of the industrial market, 
weren’t remembered for their adver- 
tising except in the slightest degree. 


Carrier-Conditioning 

Number one advertiser is number 
one air conditioner—Carrier, whose 
logotype—significantly—is not “‘Car- 
rier Corporation” but “Carrier Air 
Conditioning.” (And there’s lesson 
number one—it’s what you do that 
ought to go in the large-size type, 
not what you are.) 

Carrier’s industrial advertising does 
no kidding—there’s a piece of arith- 
metic in almost every headline and 
lots more in the copy. Air condi- 
tioning may be romantic to the pub- 
lic, but it’s hard tack where machin- 


ery rolls. “Figure it out!” demands 


Carrier of the printing industry. 
“Suppose you could reduce your press 
costs just 10 cents per 1,000 impres- 
sions. How much would this amount 
to in the course of a year?” 

You get the Carrier story in hunks. 
Usually three or four cuts, a separate 
block of copy for each, and a good- 
sized body of general copy. Head- 
lines are brief—‘‘Ends Production Va- 
riations,” “Summer Production up 
200%,” “Paid for Itself in Five 
Months.” This broken-up technique is 
effective—you can pick what you 
want to read. “Slow down the works 

because it’s muggy outside?” 
starts off one block; “Powdering— 
not noses, but paper sheets—which 
carry the decal through 4 to 21 sep- 
arate color impressions. A messy dusty 
job before the Carrier System was 
installed” is another. We've seldom 
seen so much packed into a single 
page. Take the ad on Conde Nast, for 
example: 

Headline—“Offset Production Up 
15%”—there’s an attention-getting, 
owner-benefit subhead—‘‘Conde Nast 
Installs Same Atmosphere Control for 
Letter Press Plant”—proof that the 
headline is really true. 

Next, right under the subhead—the 
logotype “Carrier Air Conditioning.” 

Three paragraphs about taking 
““Weather-loss” off your payroll. First 
tells about McFarland Company sav- 
ing 1,500 press hours. Second tells 
about a Brooklyn lithographer who 
lost but fifteen minutes in one sea- 
son. Third itemizes the expenses 
caused by excess humidity (what- 
you-lose-if-you-don’t-buy formula) 
and mentions two more printer-cus- 
tomers. 

Meanwhile, five cuts are running 
down the side of the page. 1—Conde 
Nast’s plant. 2—a sixty-one foot press 
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(ee Vt Wie T 
So its my Saesmcn | | 
who waste | 
our dough. ch suas 





roared the Sales Mgr. 
to the Treasurer... 


ee think our salesmen’s ‘swindle sheets’ 
are too high, do you? Claim they should 
spend money only on prime prospects, 
hey? Well then, why don’t we do the 


same with our advertising appropriation? 


“You tell me that every cigar a salesman 


hands out these days should bring in an 


In most fields you will find that the business papers 
giving you coverage of maximum buying power at the 
low dollar are A.B.P. publications. They are edited for 
their readers by men who know their readers’ business 
inside and out. They render a service that your prospects 


order, and I’m telling you that more of 
our advertising money should be used 
to cultivate the men our salesmen have 
to sell. Let’s use the top-notch business 
papers that do a real editorial job... the 
ones that our prospects have to read... 
the books that’ll give us what we need 
right now: selling help where it counts 


at less cost than a cheap cigar per man. 


“If you'll switch a bigger chunk of our 












i 


~ 





advertising budget to the real business 
papers reaching our markets . . . the 
A.B.P.-A.B.C. books, for instance .. . 


I’ll confine my sales expense to the ‘hot 


“Okay, wild man,” said Treasurer 
MacTanish, 
i\\ “it’s a deal!” 


prospect’ list. 


w, 


—~ 
7 —\. 
4 


consider well worth paying for in subscription cash. In 
these days, when every dollar counts, it will pay you to 
count the true value of business paper advertising. A 
note to A.B.P, Headquarters will bring you the low- 
down on low cost promotion in your markets. 


The ASSOCIATED BUSINESS PAPERS, Inc. 


Highest editorial standards 
and publishing integrity 


369 Lexington Avenue, New York 


@ « Look for the twin hall-marks of known value » 





Proved reader interest in 
terms of paid circulation 








in a room where Carrier-conditioning 


hastens drying of inks. 3—close-up 


of Carrier ductwork. 4.—pre-condi- 
tioning of stock in stock room same 
temperature as press room. 5—make- 
ready time decreased ten per cent ex- 
plained by testimonial: “Decided im- 
provement in health ot our em- 
ployees.” 

Finally—coupon. 

Number One Stuff, we call it. 
A good share of the credit for Car- 
rier’s leadership must go to its adver- 
tising directed by Walter A. Bowe, 
advertising manager. Writer of the 
ad described immediately above: 
Francis R. Risely of Charles Dallas 
Reach Company, agency. 

To its commercial audience, Car- 
rier sells “sales-appeal”—big_ illustra- 


tions of things most people like 
to look at, like pretty girls—headlines 
that are concerned with money, like 
“Less than a penny for her thoughts” 
(which we think is very good) and 
‘Customers—A Dime a Dozen!”— 
a short-paragraph copy about the ex- 
periences of Carrier installations—and 
a strip of pictures across the bottom 
bringing in testimonials. “Less than a 
penny” tells about two department 
stores, two hotels and a drug store and 
brings in four testimonials. Mighty 
little bits of copy—Profitable? One 
Carrier System led to 4 in Skillern’s, 
Dallas chain” “Within the year 
after installing Carrier, 8,000 more 
came into their 


people per month 


store” “Employees too! ‘Car- 
rier is tops,’ says clerk in J. L. Hud- 
son in Detroit.” No attempt to tell 
“why-Carrier”—Carrier evidently fig- 
ures the executive is smart enough to 
know that results indicate reasons 
better than reasons. 

This campaign shifted in mid- 
spring to unusual installations—and 
this would not be so effective, think 
us, were it not for the fact that the 
installations had plenty of news value 

the air-conditioned cage of Gargan- 
tua, the gorilla; the Nieuw Amster- 
dam, etc. About this time, Carrier be- 


ran plugging complete-in-one cab 


nets off to one side of the ad, empha- 


iZing compactness, quietness—to 
tore and ofhce use. 
, , 
Then these compiete-in-one cab 


30 


nets took the center of the stage, shar- 
ing the spotlight with news of a thir- 
ty-forty per cent drop in cost. This 
“40% off” 
dled—it was tied in closely with “ex- 


angle was carefully han- 


perience.” Thus, an ad illustrated with 
tiny snapshots of Carrier-conditioned 
buildings in odd parts of the world, is 
“After 36 years in 99 


countries, one-third off—and yet the 


headlined: 


same Carrier Built-In Experience and 
Quality.” (That 
tioned” now,—if you haven’t used it, 
Carrier, you can have it.) The series 
continues with pictorial comparisons 
of the 1932 and 1938 models, the 
latter labelled: “One half the size of 
the 1932 unit, no larger than a con- 


“Carrier-Condi- 


sole radio—But it conditions the same 
amount of air, and costs 40° less.” 

Thus—Carrier’s effort to capture 
which would 
seem to fall most logically into G-E’s 
and Westinghouse’s home-and-shop 
territory. Thus, also, Carrier’s effort 
to stamp on the big bugaboo of high- 
cost—the one thing that keeps air 
leading anybody 
out of the depression. 
New Yorkaire 

York Ice 


fame in the industrial field must come 


the all-in-one market 


conditioning from 


Machinery Cor poration’s 


chiefly from its refrigeration business 
—because we couldn’t find any ad- 
vertising of York air conditioning 
equipment in the industrial magazines. 

To the heating and piping trade, 
York presents a campaign under the 
streamer: “Thinking of Air Condi- 
tioning? See What They Say About 
York”—somewhat imitative of a 
York refrigeration campaign built 
around testimonials, but nowhere near 
as effective. One ad has a cut of a 
building—“This is the Mayo Building, 
Tulsa, Oklahoma,” and a cut of a 
man—"This is Mr. C. W. Mayo, who 


says: ‘We installed an air condition- 





ing system because competition forced 
us to do so. We chose York equip- 
ment because we knew it was reliable 
ind because of our successful experi- 
ence with it at the Mayo Hotel.’” 
Hardly a stirring message, and the 
copywriter couldn’t get going on the 
“Oasis in New Or- 
leans”—a later effort—is pretty dull, 


und all. “On 


rest of the ad. 


camels historic St. 











Charles Street stands the United Fruit 
Company Building. Like thousands of 
other commercial-office buildings it 
lacked, until recently, the benefit of 
air conditioning. Now that has been 
remedied.” Written on a sleepy Louisi- 
ana afternoon. 

York’s 
tising blows hot and cold. York’s unit 
is the “Yorkaire,” which gives you air 


commercial-market adver- 


conditioning “as you like it, where 
you like it, when you like it.” What 
we liked best about the campaign 
they dropped in mid-spring: an on-a- 
slant dotted-line rectangle which said 
inside—‘Yorkaire needs only 21x36 
inches of floor space.” We also like 
this little note: ‘Valuable 
When choosing air conditioning don’t 
buy horse power check up on 
the cooling capacity you get for each 
horse power.” Illustrations were store 
and office scenes, copy along the lines 
of “Now you can have complete air 
conditioning that can be installed in 
a few hours.” 


advice! 


Later in the season, copy got a lift 
—‘Comfort you never dreamed of — 
for only a few pennies an hour! York- 
aire cools the air filters and cir- 
reduces humidity. But 
more than this it is designed to con- 
dition and deliver a constant stream 


culates it 


of vital outdoor air . . . so neces- 
sary to your health and comfort.” We 
like the coupon plug—‘“If you want 
the pleasantest summer you ever had, 
send in the coupon.” 

On the whole, though, York must 
have made its name before we came 
along. 


Packaged Weather 


“That’s the best phrase of the lot, 
but it’s by far the two best words 
of General Electric air conditioning 
copy. A Time spread gets nowhere, 
“Watch your sales and profits mount 
—with General Electric ‘Packaged 
Weather’ in your store! More cooling 
per dollar! Greater flexibility! Better 
air distribution! Better looking. These 
are but a few of the many reasons” — 
etc. Then: “General Electric ‘Pack- 
aged Weather’ is installed quickly, 
economically. No duct work required 
(a fact, at last)—You simply need 
All-in-one 


power, water and drain. 


package, this new unit works quietly, 
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effectively. It actually supplies more 
cooling effect at less cost to you!” 

Claims, claims. No evidence. “You 
get complete summer air conditioning 
with the amazing G-E Unit Air Con- 
ditioner. It must not be confused with 
yrdinary store coolers!” 

Too many exclamation points—too 
tew facts. 

Much smarter is another G-E ad 
titled “ ‘Packaged Weather’ Solves 
Your Air-Conditioning Problems.” 
Five scenes with salesman-and-pros- 
pect dialog overcoming five objections 
—not enough room, can’t afford to 
remodel building, don’t want any 
more equipment on shop floor, want 
to condition two rooms, want a 


smaller unit. 


“Beat the Heat” 

Delco-Frigidaire comes from the 
“Quasi-Getchell” school of advertis- 
ing—black, bold, sensational. “It’s 
here, America! New Frigidaire Port- 
and ‘“‘Cool off, 


Sometimes copy is not 


able Air Conditioner,” 
America!” 
pointed in anybody’s direction—house- 
holder, office or store. No white space 
wasted. ‘“Here’s Why It’s a Great Buy 
—10 Great Features” in one corner, 
‘Meet the Meter-Miser” and descrip- 
tions in another, “Revolutionary New 
Design with Startling Engineering 
Advances!” in another. Meter-Miser 
gets a big play—‘‘World’s Most Fam- 
ous Cooling Mechanism” and “5S Year 
Protection Plan—backed by General 
Motors.”” More yet—‘Selective Cool- 
ing Control and Draftless Ventila- 
tion.” And there’s even steam enough 
left to introduce the coupon plug 
with “Beat the Heat.”’ Gee-whizz ad- 
vertising, but we’re for it. 


Buffalo Forge 

“There is scarcely a man, woman 
or child in the United States who is 
not familiar with the fine quality and 
flavor of one or more of Beechnut’s 
famous food products.” Here’s the 
common mistake of the testimonial 
up the customer more than 
Buffalo Forge makes 


building 
the advertiser. 
nother error, we think, in trying to 
settle who really pioneered air con- 
ditioning, publishing an excerpt from 
an 1892 issue of Architectural Rec- 
ord, as if anybody cared. Fortune in 
1938, explains that Willis H. Carrier 
first went to work for Buffalo Forge 
and that —this is interesting—Buffalo 
Forge formed a subsidiary called Car- 
Air Conditioning Co. of America, 
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which still exists, though dormant—a 
fact pregnant with possibilities. 
Carbondale Division of Worthing- 
ton Pump and Machinery Corpora- 
tion, despite its high rating in Mc- 
Graw-Hill’s survey, is a small adver- 
tiser. A half-page in Banking—‘Car- 
bondale Air Conditioning and Attrac- 
an unbeatable 
business-building combination” is too 


tive Surroundings 


naive for us, while a half-page in 
Industrial & Engineering Chemistry 
is mere cataloging. Will Carbondale 
be sixth next year? 
Chrysler Airtemp 
pure Getchell, blacker, bolder, more 
“Chrysler’s 
Airtemp Again Makes News in Air 


advertising is 
sensational than Delco’s. 


Conditioning!” A new radial com- 
pressor is the news—lower installa- 
tion cost, light weight, smooth run- 
ning, greater capacity and increased 
efficiency. Half of each ad is cut into 
two sections, one ‘For Large Air Con- 





ditioning Installations,” the other for 
small. All the headlines are the same— 
the one quoted above is from the 
same cloth as ““Airtemp makes great- 
est advance in history of AIR CON- 
DITIONING.” 


newspapers coming off the press— 


Illustrations show 


“history-making” news, the “most 
sensational news about air condition- 
ing that ever rolled off the presses” 

Airtemp engineers explaining 
radial compressor cut-away 
model of all-in-one air conditioner. 
Bang-bang advertising—somehow it 
doesn’t give you the impression of the 
refreshing coolth you expect from 
Airtemp! 

Fairbanks Morse ¢~ Co., have an 
amusing idea for building manage- 
ment in “the Hottentots,” 
think your customers are Hotten- 


“Do you 


tots?” they ask; if so, no need to 
install F-M Air Conditioners. F - M 
plays comfort—“Your customers 
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will get no blast of chilly air when 
they come in.” 

Kinetic Chemicals, Inc., manufac- 
turer of Freon, the refrigerant, does 
a swell job for the air conditioning 
equipment manufacturers—the _ best 
missionary work of the lot. Real 
human-interest stuff—customers on a 
frying pan, sales clerk snoozing on a 
hot day, an obese gentleman mopping 
his neck and saying, “Man alive! Sure 
feels good to get in here.” Copy elab- 
orates “Put in air conditioning now” 
and aims at a specification for Freon 
in the cooling system. 

In the architectural, building and 
heating magazines, Freon gets a solid 
build-up; in “Every Architect Should 
Know a Number of Fundamentals 
Concerning Air Conditioning and Re- 
frigerants” tells the sources of the 
National Board of Fire Underwriters’ 
regulations concerning refrigerants— 
and ends up by saying “If you would 
be safe respecting refrigerants, specify 
the safe ‘Freon’ refrigerants , 
which meet all specifications.” No 
doubt the reason for this sales- 
slanted copy is the fact that it was 
written by W. W. Rhodes, Kinetic 
sales director. Hats off to you! 

B. F. Sturtevant Company—who 
“puts air to work”—features installa- 
the Administration Build- 
ing at the World’s Fair, 800 railroad 
cars, the new New York-Chicago 
streamliners. Copy sells transportation 


tions 


more than air conditioning. In the in- 
dustrial papers, Sturtevant also feat- 
ures installations, but less spectacularly 
and with more information. A textile 
campaign is dull: 
midification and Evaporative Cooling.” 


“Pioneers in Hu- 
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The Trane Company makes a pretty 
big splash—giving prominence to its 
“AIR",” signifying the Nth degree 
of excellence in air conditioning 
equipment. Again, installations are 
features—the plant where Campana 
Italian Balm is made, the studios of 
Mickey Mouse. In the various indus- 
try magazines, an attempt is made to 
put across “6 Vital Factors” con- 
trolled by “The Hand of Trane,” but 
those factors don’t seem to us to be 
any special property of Trane’s. Or 
perhaps we missed the train of 
thought in the following potato- 
mouth sentence—“The Trane Com- 
pany has earned a position of respon- 
sibility in the manufacture of equip- 
ment necessary and related to the 
advanced cycles of heating and cool- 
ing—the result of constant develop- 
ment, research and practical experience 
in these fields.” Written by their law- 
yers, no doubt. 

Westinghouse combines installation 
with little ‘human-interest 
drawings like “Too tired to dance? 
No, Sir!”, proving she didn’t get 
worn out that day in her Westing- 
house air-conditioned office — and 
“Let’s Shop in Comfort at the Lerner 
Shops.” Copy always is headed 
“Proved for Profit,” a vague phrase, 
but is bright, friendly, selling: “‘Ler- 
ner’s have learned to expect these 
Proved-for-Profit benefits — acceler- 
ated summer sales and selling effec- 
tiveness . . . fresher, more appealing 
merchandise, always” —etc. ““West- 
inghouse Air Conditioning is proved 
for profit, wherever people work or 
play, buy or sell, eat or drink. Yes, 
in a business like yours.” 


views 






Look-Alikes: Hartford Steam Boil- 
er’s “The Light that Didn’t Fail” and 
Youngstown Sheet © Tube’s “The 
Light that Never Fails” . . . Transue 
¢~ Williams’ “Four of a Kind” and 
Shell Lubricants’ ““We Laid the Cards 
on the Table” . . . Wadsworth Elec- 
tric’s “Like Peas in a Pod,” W. O. 
Barnes’ “uniform” peas in a pod, and 
Otis Elevator’s twins who are as much 
alike as — — — —. 


The Passing Show 


We think so highly of National 
Paving Brick Association’s basic sales 
idea—"“The only pavement with a 
FACTORY-MADE Safety Surface” 
—that we urge the association to rec- 
ognize that it really has a basic sales 
idea, an idea to build a series around, 
not just a single ad. Remember— 
Rome (and its highways) wasn’t built 
in a day; it’s ideas like that that can 
build up a substantial cumulative ef- 
fect through repetition. 

Lehigh Cement does stuff! (Tell 
’em what it does, never mind what it 
is.) Down on the Old Spanish Trail, 
west of Pascagoula—and a marsh land 
at that, with no detour available— 
they had to rebuild one lane at a 
time, and by gosh and by golly, they’d 
pour 500 feet one day and the next 
day they’d be running traffic over it 
while they poured the other lane. And 
what about the job at the Cleveland 
Arena—the terrazzo had to be laid 
on concrete within thirty minutes of 
pouring—using Lehigh they reduced 
completion time fifteen days. There’s 
real reason why they call it Lehigh 
Early Strength Cement. 

“Gulf wins 1st, 2nd, 3rd at In- 
dianapolis!”, but does that make Gulf 
a better industrial lubricant? The 
answer’s in the ad’s last paragraph, 
but we're pretty bored with ads 
about what gas and oil and choco- 
late bars were used whenever some- 
body wins an auto race, crosses the 
ocean or comes in first in a bunion 
derby. 

The Irwin & Auger Bit Compan) 
is running a contest to get a name 
for a new screwdriver. “Name our 
baby and win $100.00,” it says. You 
send 10c for a sample. How about 
Scrooge? 

“They couldn’t make Susie believe 
the dandelion was a flower—because 
. . « Susie knew better . she had 
smelled a rose!” It’s hard for us 
to believe that’s the start of an in- 
sert about Webster Electric Fuel 
On the re- 


Units and Transformers. 
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COMBUSTION — COMPANY, Inc. 


10> Median Avenue Mew York —Canede Combustion Engineering Corporetion Led oa 


verse is the headline “Large Junction 
Boxes,” which is pretty shabby ex- 
cuse for a cut of a girl carrying two 
hat boxes. The Webster ad boys cer- 
tainly have a time for themselves. 

The Phillips Screw campaign (see 
IM, p. 16, June) comes up with “The 
Screw Goes Straight. A rough char- 
acter he was, . a constant 
headache in every plant he ever 
worked in. Crooked every chance 
Then something came over 
The Screw. Took that slot off and 
put in a recess. Changed his habits 
altogether. Guarantees now never to 
go crooked again, to use his head and 
really save money.” Neat dramatizing 
of a homely product. Work of the 
James Thomas Chirurg Company 
agency copy department. 

The Barber Company aims to write 
romance into its sales story, support- 
ing the inherent drama in the name 
it gives its product—“The Vital Ele- 
ment.” Why Trinidad Native Lake 
Asphalt is vital, we can’t make out, 
but the pictures of how it is dug and 
brought to Barber plants make a fair- 
ly weighty argument for Barber 
Genasco Roofings. Another ad makes 
it clearer to us—‘‘On the tropical 
island of Trinidad, Sir Walter Ra- 
leigh discovered the now-famous as- 
phalt lake.. For millions of years the 
Vital Element has been exposed to 
a year-round summer sun and count- 
less tropical tempests. It has been 
truly ‘tempered by nature. We 
feel Barber is missing a good adver- 
tising campaign—how about forget- 
ting the “vital element” (which is 
just advertising phraseology) and go- 
ing to work on something more tan- 


see . 


he got. 


> >) 
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gible? For example—a series around 
the Trinidad counterpart of the Sin- 
clair dinosaur: “Since the Goofus- 
Goofus tracked the wilds of Trini- 
dad, your roofing has been weather- 
ing.” Or—a_ photomontage series, 
Trinidad Native Lake on top of a 
building, and so on. We'd like to 
tackle the job ourselves; it looks like 
fun. 

Now come a few U. S. Steel ads 
we think we could write in an after- 
noon, given tear sheets of previous 
ads as a guide. “Here are grinding 
balls that will stand rough treatment. 
How much pounding can a grinding 
ball take? (See, he’s stalling, he 
knows he hasn’t much of a story.) 
Measured in terms of service, the 
answer is found in the quality of the 
steel from which they are made (oh, 
off on that tack, eh?), the method 
of manufacture and adherence to 
specifications determined by the serv- 
ice to which the balls will be subject- 
ed.” (Come, come, old man, how 
much pounding cam a grinding ball 


take?) Also: “Here Comes the Ice- 
man!” (A picture of two kiddies 
oughta go well in here.) “How the 
children shout when the iceman 
comes! It’s a big event in their day 


and they. hope that Mother will chop 
them each a nice big piece. (Two 
nice big pieces on Sundays—if they’re 
good!) And Mother examines the 
ice carefully to see that it’s clean and 
free from impurities.” Times have 
certainly changed since when we used 
to snitch it from the back of a hay- 
carpeted wagon. (And not such a 
big event in our day, at that.) 

Combustion Engineering, who does 
a swell advertising job, made an er- 
ror of “100 degrees F.” in a June ad, 
corrected it handsomely by reprinting 
it in July, and increased the readership 
of the original ad by plenty degrees, 
we'll bet. Good head work, Charles 
McDonough! 


Armstrong Cork advertising 
stopped being a favorite of ours when 
it began selling bananas—‘Whether 
it’s bananas or berries, pineapples or 
prunes, no two products of nature 
are alike as two peas in a... twins 
are inseparable but I guess 
we're getting a little mixed up here. 
What we mean to say is that Arm- 
strong was doing a perfectly swell 
job of advertising cork and this ba- 
nana business gets us all confused. 
Armstrong’s more recent campaign of 
“more - for - your - money” analogies, 









































Who Built That 
Bridge? 


It’s a complex and specialized 


structure, yet it was not built by 
“specialists.” 


Civil engineers designed the foun- 
dations, the towers of steel, the sus- 
pension cables and the many con- 
tributory details. Civil engineers 
headed the organizations that fabri- 
cated and erected all of its parts. 
Like all civil engineering projects, 
bridges are built by civil engineers. 


The members of this profession 
are not single-minded “specialists.” 
Their work requires them to keep 
abreast of all phases of engineering 
practice. Consequently, they read 
CIVIL ENGINEERING—the one 
periodical published exclusively for 
them. Through its pages you can 
concentrate your advertising on the 
men who determine the worth-while 
purchases of engineering equipment 
and materials. 


CIVIL . 
~ ENGINEERING 


33 West 39th Street 
New York, N. Y. 
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Armstrong’s CORK INSULATION 


CRRBOAMO for | voted Remo s erred Payee greene! CORR COVERING (7 (ot Lanes 





which seems to be supplanting the 
great 
Typical is the 


im- 
1914 
jalopy compared with a 1938 model; 


vegetable series, iS not a 
provement. 
the headline “More for 


runs, your 


money in the modern cars and 
you get more for your money today 
with the modern roll covering— 
CORK.” Copy starts just the 


you'd bet your bottom dollar it would: 


way 


“There’s no denying progress either in 
travel or in the textile mill.” 

find in the 
chemical magazines recently an Arm- 


However, we did 


strong Cork ad that comes out of the 
that 
sponsor did get tired of the style. 


Gave CORK Its In- 


past—one we like, even if the 


“How Nature 


[CONTINUED FROM PaGE 22] 


Why, When, Where 


not win them over with the ordinary 
dramatic devices employed so success- 
fully by general advertisers. You've 
what 
their 
you've got to hand it to them arrest- 


you're 


problems, 


got to know talking 


about, mostly and 
ingly and straight from the shoulder. 

A question that has always been 
uppermost in the minds of industrial 
advertisers is: How 
read? 
much as they deserve to be read, and 


that back to the 


the magazine in the first place. 


much are their 


magazines They are read as 


goes necessity for 

It is no secret that there are maga- 
zines that have been 
published; and these are the publish- 


should never 
ing parasites that must be deprived 
of their illicit 
ment. Is it published to fill a definite 


advertising nourish- 
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sulating Value” is not one of the 
best 
benefit might win a quicker recep- 
tion—but the copy gets right down 
to cork: than a third 
of a century, cork has been recognized 
as the most efhcient and dependable 
insulation for low temperature work. 
What gives it this reputation? The 
answer lies in the unique cell structure 


headlines—a touch of owner- 


“For more 


of cork. A microscope reveals that 


cork consists of thousands of tiny 
cells, each hermetically sealed from 
its neighbors. These minute cells en- 
This entrapped air forms 
efficient heat 


explains 


close air. 
insulation 
light 


*J° ” 
resilience. 


a_ highly 


( and ) also cork’s 


weight and_ remarkable 
Good A-B-C stuff, and there are two 
more paragraphs like it before the 
copy swings into the importance of 
letting Armstrong’s Contract Depart- 
ment handle the job. Three pictures 
complete the story—a_ photomicro- 
graph of a section of cork, showing 
the cells; another magnifies a single 


cell 1500 times to show the air 
it contains; a third explains how 
the granules of cork are joined 


together, without binding material. 
A neat little essay on cork, and a 
good advertising-sales job, if you 
ask us. The joint effort of Gray 
Playter of Armstrong’s advertising 
department, and Henry Teall of 
Batten, Barton, Durstine & Osborn, 
Inc. 

No punches pulled by Davis & 
Furber—“506% Saving in Labor Cost.” 


existing need? By its editorial diet, 
does it capably and conscientiously 
meet that need? Is it useful, helpful, 
serviceable, and if it is, does it have 
sufficient following to make it a justi- 
fiable and profitable investment for 
These are the ques- 
tions that experienced industrial ad- 


the advertiser? 


vertisers are asking today, and only. 
when they get the right answers do 
they venture into the charted seas. 
That N.I. A.A. Statement Form I 
mentioned help you find the 
answers to these perplexing questions. 


will 


In magazine selection as in adver- 
tising copy, the best advice I know 
of is to stick by that which is good. 
Like the woman on a cruise who said 
to the skipper, “Captain, is this a 
good ship?” “I don’t know, madam,” 
answered the gold-braider, “but this 
is her maiden voyage.” Advertising is 
something like that, only I hope, for 
advertising’s 


the sake of industrial 


fa Adetriowm of 


UMOM COLD BRASH or 


atom COLD rim 


But see the magical mathematics of 
U. S. Tool—“700°% Savings on Form 
Stock.” 

Boo-of-the-month: for the 
fashioned and beauties 
who illustrate the difference between 
Cleveland Universal Jigs and_ old- 
fashioned methods the knight in 
represents “LEADER- 
SHIP” for romantic Gaylord Con- 
tainer Corp. . .. the baby which 
Fretz-Moon Pipe is as clean as. . . 
and the bowling balls that are right 
down the alley of Post-Glover Elec- 
tric Company. 

Boost-of-the-month: to Vames C. 
Clawson, of the Cleveland office of 
G. M. Basford Company, for a dandy 
spread on Union cold drawn steels, 
right after our none-too-favorable 
criticism of Republic Steel copy in 
the June article. Let other Repub- 
lic divisions take an example! 

THe Copy CHASERS. 


old- 


stream-lined 


armor who 





good name, that your maiden voyage, 
if it is yet to be, will find a worthy 
ship and a strong helmsman. The 
helmsman is all-important if the good 
ship is to bring back the wealth, not 
of the Indies, but of the America 
where you and I do most of our 
business. 





Book on "'Personality" 
“Personality,” by Harold V. Gaskill, 


associate professor of psychology, Iowa 
State College, has been published by 
Prentice-Hall, Inc., New York 

The book presents an analysis of per 
sonality on a factual, scientific basis. The 
contents and order of presentation have 
grown out of a course which has been 
given to beginning college students with 
some success. The book is not inspira: 
tional, but has been based on experimental 
results. Price fifty cents per copy 


O'Connell Opens Agency 

R. T. O'Connell, for the last six years 
account executive with Calkins & Holden, 
has opened his own agency under the 
name of R. T. O'Connell Company, 122 
E. 42nd St., New York. 
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Milestones 


in Publishing 


Pointing out that people buy homes, as 
ey buy stocks, at a time when prices 
re highest and boom conditions prevail, 
Building Supply News and Practical 
Builder for July published a study of the 
ree factors that are today retarding the 
ilding of homes 
Lack of confidence in the future was 
ited as the first fear holding up building. 
\ home is a lifetime investment,” the 
siness papers said. “It is very post- 
nable Courage is needed to go ahead 
d courage is greatest when boom con- 
jitions exist and housing is purchased in 
lume, the same as stocks, on sustained 
rising of prices.” The article analyzed 
is lack of confidence in the future, and 
e normal fear of an important decision 
the average human mind; stressing ten 
ositive emotional factors as effective in 
vercoming this type of hesitancy. It is 
lso pointed out that national income has 
risen, being in 1937 only eleven billion 
inder the peak year, 1929. 
The second factor which is retarding 
suilding is lack of appreciation of the 
fact that more home and a better home 
ay be had for less money today, and 
ilure to realize that as building demand 
ncreases (the last week in May scored 
new high in FHA insured mortgages) 
ricés will rise, as will rents. A number 
charts contrast the greater values re- 
eived today for the building dollar 
gainst values of 1926. They also show 
that contrary to general public opinion, 
the building trade wage index is lower 
than the general index for all labor 
The third factor which the article cited 
is causing hesitancy is a general impres- 
sion that building a home is a compli- 
cated process. “The very recital of the 
nany modern improvements available to 
e€ prospective home owner,” the article 
aid, “tend to make the public feel that 
there is an insuperable task of sifting 
information about all these products.” 
However, the article pointed out, in most 
ommunities there is today a one-stop 
service which makes home-building a sim- 
ple matter. 
The theme of the article is summed up 
a phrase: “Smart People Buy Before 
Boom.” 








National Printer Journalist adopted an 
834x1134-inch trim size with its July issue, 
vaving formerly been issued in a five by 
seven size 


Putman Publishing Company, Chicago 
(Russell L. Putman), has been organized 

publish Process Industries Equipment 
Preview, “advanced showings of new ma- 
terials and new equipment for chemical 
\rocess production men.” Prof. Harry 
McCormack, director of chemical engi- 
cering department, Armour Institute of 
Technology, will be technical editor 


Effective with the August issue, Motor 
Service Magazine inaugurates a tractor 
service and maintenance section which will 

included bi-monthly in a portion of its 
irculation 
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Sound Film Promotes 
Cadel Diesel Lubricant 

@ UTILIZING the medium of 16 
mm. sound films in the sales promo- 
tion of “Caterpillar” approved diesel 
engine lubricant, known by the trade 
name of “Cadel,” the Tide Water 
Associated Oil Company, Associated 
Division, is conducting a series of 
meetings on the Pacific Coast before 
community groups of company per- 
sonnel and Caterpillar owners and op- 
erators, according to Harold R. Deal, 
advertising and sales promotion man- 
ager. 

Scheduling the sound film showings 
in thirty cities of California, Oregon 
and Washington, Ray Sollars, Cadel 
sales engineer, is conducting the sales 
and educational program for Associ- 
ated. 

Two films are being shown, the first 
a Caterpillar feature depicting diesel 
tractors at work under all conditions. 





This consists of two 400-foot reels. 
The second, also two 400-foot sound 
reels, tells the story of the develop- 
ment of Cadel at Associated’s modern 
refinery at Avon in upper San Fran- 
The work in connection 


cisco Bay. 
with the research, manufacture and 
distribution of Cadel is interestingly 
told and shown. 

Due to the increasing utilization of 
diesel powered tractors in all types of 
work, from farming and highway con- 
struction to mining and logging, the 
field for this specialized lubrication 
sale has increased perceptibly in the 
West. An educational effort is readily 
being accomplished, as well as an ad- 
vantageous sales campaign, carried out 
through this modern medium of visual 
and audible promotion, according to 
Mr. Deal. 

The Cadel film was written and 
produced by Associated’s advertising 
department. 
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ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





Codperation with Distributors 
Brings Plus Advertising Values 


We have a very reasonable advertis- 
ing appropriation but practically all 
of it is spent directly for our own 
organization. It has always been my 
belief that if we would spend more 
in directly helping our distributors, 
increased sales would result. Can you 
yive me any information that will aid 
in forming our next year’s policy? 

ADVERTISING MANAGER. 

Marketing practices vary in differ- 
ent fields. It might be very ques- 
tionable to develop expensive distribu- 
tor campaigns. However, if there 
are no policy reasons for holding back 
we are convinced that campaigns mer- 
chandised through distributors are 
more resultful than your own direct 
advertising. 

If you handle the matter of coép- 
eration properly you will secure not 
only full value for every advertising 
dollar but in addition will secure the 
interest and coéperation of your dis- 
tributor sales organizations. Usually 
these men are also selling many other 
products. If your campaign succeeds 
in capturing the time and interests of 
the distributor salesman you will 
probably secure double value for the 
money spent. 

It does not take many distributor 
calls at a dollar or two a call to 
equal the cost of the average cam- 
paign. By this method of figuring 
you probably at least double the val- 
ue of your advertising by tying it up 
with your distributor organization. 


Front Cover Ads 


The publishers who sell front cov- 
ers place such a high rate on them 
that we have never been able to pur- 
chase any to date. However, we are 
considering announcing a new prod- 
uct and should like a current opinion 
as to how front covers are rated as 
to advertising effectiveness. 

ADVERTISING MANAGER. 

Front covers are generally consid- 

ered the best space in any magazine 
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with some debate arising about 
whether the outside back cover or the 
page opposite the first page of edi- 
torial matter is second best. 

While we believe publishers might 
do well not to sell front covers on 
their magazines, we also believe that 
this space represents perhaps the best 
place for announcing new products, 
if you can manage to include them 
within your appropriation. 

Please remember that good front 
cover technique is entirely different 
from inside page advertisements. Four 
to ten words telling your story in 
poster style with perhaps three or 
four lines of explanation and one 
line urging the prospect to write for 
further information or catalog, is 
about all the copy that should be 
used. Small illustrations, small head- 
ings and detailed copy are not suit- 
able. 

In connection with your announce- 
ment, be sure to have your own com- 
pany name appear boldly in order to 
complete the poster effect. If you 
carry out this simple style, you will 
get a reasonable plus advertising value 
from those who see the magazine ly- 
ing on tables and desks in addition to 
those who pick it up for current 
reading. 


Nothing to Do 


Our business is still rather low. 
The advertising budget has been re- 
duced and I am finding it difficult to 
keep busy. Have you any suggestions 
that might prove helpful in a situa- 
tion like this where one seems a bit 
stymied at times? 

ADVERTISING MANAGER. 

We don’t blame you particularly 
for getting rather blue occasionally 
when your company is holding you 
back. However, with most set-ups 
there is such a tremendous amount 
of background work to be done that 
even during the deepest depression, ag- 
gressive advertising managers should 
be more than busy. 

1. Have you prepared for your 


company a clear picture of its size, 
position and trend in comparison with 
its competitors? 

2. Have you a picture of your 
volume of business for the past ten 
years compared with that of each 
competitor? 

3. Do you have the same informa- 
tion from a profit standpoint? 

4. How many customers § and 
prospective customers have you? 

5. How many prospective custom- 
ers are there in your natural market? 

6. If you are selling a number of 
markets, a study should be made to 
determine if there is any one that 
it would perhaps pay to discontinue. 

7. Have you prepared for your 
company a compiete report on these 
questions indicating what _ they 
should do? 

8. Have you analyzed the advan- 
tages and disadvantages of each of 
your products compared to the prod- 
ucts of your competitors and made 
complete report to management so 
they will know what, if anything, 
should be done to improve the situa- 
tion? 

9. Have you studied the calls of 
your salesmen with the idea of check- 
ing and showing them how to cut 
corners, save time and make more 
calls with less effort? 

Until you have completed studies 
for the guidance of management on 
these background problems, you have 
no right to complain about not hav- 
ing enough to do. 


Interesting Jobbers' Salesmen 


We sell our product through job- 
bers and feel that we are at a definite 
disadvantage in not having direct con- 
tact with the consumer. The jobbers’ 
salesmen have many other lines to sell 
and seem to neglect ours. Do you 
know anything new that has proved 
helpful along these lines? 

ADVERTISING MANAGER. 


Jobbers in many lines are consid- 
ered sluggish from a merchandising 
standpoint. However, if the true 
facts were known, the jobber is prob- 
ably reasonably smart because he could 
not possibly afford to promote inten- 
sively every product he sells. You 
will find, however, that most jobbers 
are willing to use any practical mer- 
chandising plan that you may offer. 

As you probably know, many man- 
ufacturers provide inserts for job- 
bers’ catalogs. Others codperate on a 
fifty-fifty basis in mailing informative 
literature to the jobbers’ customers. 
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@ A PLATOON of police couldn’t 
have stopped trafic more completely 
than did the remarkable exhibit of 
glass—from bottles to threads—spon- 
sored by the Owens-Illinois Glass 
Company during the Canning Ma- 
chinery & Supplies Association con- 
vention in the Stevens hotel, Chicago, 
recently. 

From the illuminated Insulux glass 
building block, flanking the center 
door with draperies of pure glass cloth 


Unique Glass Exhibit Stops Crowds 








| 
| 


and spreading to right and left to 
show containers of every description 
and glass cloth and fibrous glass in 
many different forms for filtering and | 
insulation of all kinds, the “First wi 
Glass” display compelled attention and | 
admiration. | 

The exhibit was the work of a| 
twenty-year-old student of Pratt In-| 
stitute, Brooklyn, school of industrial | 
design, T. Kirk Almroth, Jr., son of | 
Owen-lllinois’ advertising manager. | 











Others keep an accurate list of job- 
bers’ salesmen, continually sending 
them information about their prod- 
ucts. 

One manufacturer we know, sell- 
ing a rather complicated product 
through jobbers, sends the jobbers’ 
salesmen case studies from time to 
time showing exactly what ‘the prod- 
uct is doing for other companies. The 
salesman may not understand this 
case study in detail himself, but he 
carries it—shows it to his prospective 
engineering customer who is well in- 
formed—and in this way makes a 
very good showing in this particular 
item. 





Another manufacturer regularly 
contacting jobbers’ salesmen sends 
them premium novelties such as pen- 
cils with their product name on them 
and in every way develops the inter- 
est and friendship of the jobbers’ 
salesmen so that they are bound to 
think of their products more than 
other products they are selling. 

Some jobbers will not permit man- 
ufacturers to secure names and ad- 
dresses of their salesmen. However, 
if you could get these lists, you will 
be able to influence these men to your 
own advantage. 
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Caps or Lower Case? 

My artist is continually submitting | 
layouts for advertisements with head- | 
lines in all capital letters. I have 
asked for caps and lower case but he | 
still suggests all caps. What is the | 
answer? 

ADVERTISING MANAGER. 


Artists generally submit layouts in| 
capital letters because they are easier 
to block and probably look better on 
rough layouts. However, it is defi- 
nitely recognized that capitals and 
lower case letters are best for head- 
lines, because they are easier to read. | 
We urge you to continue to hold out 
for caps and lower case. 








Paul |. Aldrich Elected 
Director of A.B.C. 


Paul I. Aldrich, president and pub- 
lisher, The National Provisioner, Chi- 
cago, was elected a member of the board 
of directors of the Audit Bureau of Cir- 
culations at a meeting held in Quebec 
late in June. Mr. Aldrich fills the va-| 
cancy on the board caused by the death 
of E. R. Shaw, Power Plant Engineer- 
ing, last December. He will represent 
the business paper publishers. 

Mr. Aldrich has long been a leader in 
the business paper field and is a past 
president of Associated Business Papers, 
Inc. 
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SURE... it means industrial activ- 
ity to see a fine, artistic plume of 
smoke gushing enthusiastically 
from a power plant stack — but it 
also means poor combustion and 
waste, as every power plant engi- 
neer knows. What you want is use- 
ful heat, not wasteful smoke. 


SAME THING IN ADVERTISING 


A smoke screen of banal generali- 
ties in copy will not help to sell 
an industrial product. A clean, 
straight, interesting story will — 
but it must be written with under- 
standing, with a sureness of engi- 
neering fact andprinciple achieved 
not in a few days of study, but 
through years of familiarity. 


WE CAN HELP YOU TO BETTER 
COMBUSTION VALUES 


in your advertising — especially if 
you are selling to the power plant, 
electrical, machine tool or kindred 
fields — We know these fields inti- 
mately — their language, their 
problems, their buying habits. It's 
that knowledge, plus our engineer- 
ing and selling background, that 
enables us to put selling power 
into industrial copy — and make 
even limited space pull. 


PETERSON & KEMPNER, INC., 


an advertising agency handling 
only industrial accounts, is ready 
to work with you to any extent 
desired, from the making of a 
single technical illustration (in 
which we excel) to the handling of 
your entire advertising campaign 
—publication space, direct mail, 
catalogs, folders, sales manuals, 
handbooks, etc. No time contracts 
or other binding conditions—and 
certainly no obligation involved in 
discussing the matter. One of our 
principals will be glad to call at 
your convenience. Write us. 


Feterson & Kempner Inc. 
Industrial Advertising 


421 Seventh Avenue 
New York City 
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Trends 


A review of conditions within industries which influence industrial 
marketing procedure, written by editors of business papers 





Significant Trends in 
Wood Working Industries 
@ STIMULATED building, 


considerably greater lumber consump- 


home 


tion, plus very successful summer fur- 
niture markets, point the way to a 
definite increase in activity through- 
out the wood products industry for 
the fall and early winter months. 

As a result of this upturn, fac- 
tories in all branches of the industry 
have been making definite plans to 
take care of increased production, and 
ure showing eager interest in both 
materials and equipment that will aid 
in lower costs. This interest is un- 
doubtedly augmented by the passage 
of the wage and hour legislation. 

Because there has been quite a wide 
variance in the wage scales between 
Northern and Southern furniture 
plants as there has been between West 
Coast lumber producers, as contrasted 
with most other producing sections, 
the matter of up-to-date equipment 
and methods has taken on new em- 
phasis. 

Another factor of more than or- 
dinary importance is the new methods 
of bonding wood in the making of 
Several new synthetic 
resins have been developed which, 
when used as glue and applied under 
heat and pressure, provide a joint 
that is impervious to moisture. This, 


ply wood. 


of course, opens up wide new possi- 
bilities for products and construc- 
tion of wood that were heretofore 
impossible. 

The rapid growth of the Venetian 
blind 
production 
lowered the retail prices so that their 


continues. Lower 


considerably 


industry 
costs have 


use from both decorative and utility 
angles has been greatly expanded. 
This branch of the wood industry is 
now definitely out of the experi- 
mental stage, and will continue to 
provide increased markets for lum- 
ber and finishing materials. 

Probably the most favorable trend 
is the changed attitude toward ag- 
gressive merchandising of both raw 
and finished products. Industry is 
realizing as never before that there 


is no magic formula, no short-cut 
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road to market, and the lumber and 
woodworking industries are putting 
forth a promotional effort commen- 
surate with the increased opportuni- 


ties that have developed in recent 
months. 

The low-cost housing campaign 
that is spreading throughout the 


country supported by the lumber and 
allied associations, and given added 
impetus by federal government in- 
terest and support, has opened up a 
vast market for forest products which 
is calling for increased production 
programs all along the line. 

The feeling of optimism which the 
definite upward trend has inspired is 
reflected in the steady stock market 
rise of recent weeks. That the long 
hoped for turn in business is now 
definitely within the embryo stage of 
realization can be largely credited to 
industry’s acceptance of the challenge 
that confronts it in practically every 
field of activity in the country. 

But ultimate success depends very 
largely upon the promotional tech- 
The march of time 
standards, 


nique employed. 
has brought about new 
new methods and practices, that call 
for a more literate interpretation of 
service.—M. B. PENDLETON, Editor, 


Wood Products. 


Power Industry 
Faces New Demands 
@ WITH the 


weekly output of 
from utility plants in the United 
States reported by the Edison Elec- 
tric Institute having turned up from 
the common seasonal dip in June, op- 
timism in the power industry is in- 
creasing. An advance of 11.1 per 
cent in the week ended July 16 over 
the preceding week is quite a remark- 
able gain and can be accounted for 
only in that the industrial load has 
taken a turn upward. It indicates 
industries de- 


curve showing the 


electric current 


that manufacturing 
pending upon utility service are step- 
ping up their demands. 

To manufacturers supplying equip- 
ment to the power field there is pros- 
pect for the sale of every kind of 
machinery and supplies to the projects 


now being financed by the federal 
government. PWA _ allotments to 
twenty-four power projects have just 
recently been announced, the total 
estimated cost of which will be $13,- 
165,848. These projects, although 
widely separated, are located princi- 
pally in the Middle West and South- 
ern states, and for the most part are 
plants of the medium to small size. 
Among them are steam, Diesel and 
hydraulic driven electric generating 
plants, water pumping and sewage 
treating plants, electric transmission 
and lighting systems. These plants 
are reported to be non-competitive 
with privately owned utilities. An- 
other allotment of twenty-one power 
projects, however, is proposed upon 
the condition that the applicants 
make “reasonable efforts in good 
faith” to purchase the facilities with 
which the applicants would be in 
competition if the projects were erect- 
ed, and not be able to consummate 
such acquisition. This latter list 
would total $15,171,845. 
Several utility 
are also planning new plants and ex- 
tensions to old installations that will 
mount into the millions of dollars; 
these will be started as the load in- 
creases. Reports also indicate that 
many industrial plants are moderniz- 
ing their power equipment at a cost 
totaling several million dollars for 
work announced in the past month. 
General business conditions indi- 
cate that inventories are running low 
in consumer goods lines and an in- 
crease in power consumption will be 
required to bring them up to a stable 
condition. Coal in storage is lower 
than normal and steel production took 
a jump during July as a result, no 
doubt, of increased orders from man- 
ufacturers and construction concerns 
All of these conditions point to 
an early, if not an immediate, de- 
mand for up-to-date, efficient power 
equipment to meet requirements of 
industry.—RaLtpH E. Turner, Edi- 
tor, Power Plant Engineering. 


private companies 





Issues Market Survey for 
Glass Products in Latin America 


The Specialties Division of the Bureau 
of Foreign and Domestic Commerce, De- 
partment of Commerce, has issued “Latin 
American Glass Industry and Trade,” a 
survey concerning the Latin American 
market for the products of manufacturers 
of glass and glass products, glass-making 
machinery and allied products. Glass and 
glass products valued at over $20,000,000 
were consumed by Latin American coun- 
tries during the year 1935, it is stated. 
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CONTINUED PaGE 19] 


Sales Letters 


method in a current issue of 


FROM 


a trade 


journal. As a result, a train of cor- 


respondence started, which has 
brought that manufacturer and _ his 
old customer had 


his product, back to a point where 


who “soured” on 


resumption of buying is a natural 
expected outcome. 
Dramatize the BIRTHS 
of Your Products 

The introduction of a new prod- 
uct, particularly in a letter, gives 


vent to all the oldest forms of drama- 
tization. New, startling, amazing— 
these and dozens of other superla- 
tives at once spring to mind, and 
many times into insipid use. 

Thus, the Axelson Manufacturing 
letter here is re- 


freshing, in that it stages the intro- 


Company shown 
duction of a new product in a manner 
somewhat out of the ordinary. In its 
second and third paragraphs, this let- 
ter introduces the “baby” in a way 
that ties up his reputation with that 
of his older brothers, whose existence 
is better known and more taken for 
granted. 

In passing the orchid we must, 
however, offer the suggestion that a 
little added dramatic touch might 
have been given, had the “stop press” 
order been featured in the first para- 
graph. The bare facts of the things 
contained in the literature pale into 
relative unimportance compared with 
the story told in the second and third 
paragraphs. 

Our thanks to Mr. Humphreys, and 
we hope for more contributions from 
his pen. 

Does this paragraph stop yow?: 

“It is my understanding that 
your company is interested in 
finding ways and means to get 
better their busi- 
ness letters, so I believe you will 
be interested in what I have to 
say.” 

Cameron McPherson is the author, 
and it is the first paragraph from one 


results from 


of his mail order letters. 

Our reason for mentioning it here, 
is to stop for a moment, to realize 
how simply an adaptation of that 
“interrupting idea” could be made a 
part of a successful sales letter on 
most any industrial product. 


What a wallop it packs in one 
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short opening paragraph. Am I in- 
Will Try and 


terested? I read on? 


stop me! 


Does the letter or the literature 
carry your sales story? 


Many items are such that literature 


them, must necessarily be 


This means that the 


covering 
catalogic in style. 
accompanying sales letter must carry 
the load of sales-moving messages al- 
most entirely alone. 

A good example of how this may be 
accomplished is well demonstrated by 
the Wodack Electric Tool Corporation 
the 


points covered in previous articles in 


letter. Patterned after some of 
this series, this letter gets across a num- 
ber of salient points in good display 
fashion. It answers the points which 
would normally come to the mind of 
the buyer in straightforward manner. 


The only part of this letter which 


In November Chem & Met publishes its 
MATERIALS OF CONSTRUCTION NUMBER — an 
portunity that comes but once in two years for 
you to tell the Chemical Process Industries how 
your products will help them solve their CORRO- 
SION & ABRASION problems. 


considerably 
We are 
strong for the definite action appeal, 
“what should do 


now,” in a specific suggestion nicely 


we believe might be 


strengthened, is the close. 
setting forth you 
put. 


Our 
thanks to you, Mr. Miller, and “come 


But, it is a splendid start. 


again.” 


New Officers for 
Steel Publications 


N. R. Moll, sales manager and assistant 
treasurer, Steel Publications, Inc., Pitts- 
burgh, has been elected vice-president, and 
Charles Longenecker, with the company 
since 1926, has been made vice-president 
in charge of editorial. 

Mr. Moll has been with the company 
for the last nineteen years and is well 
l:nown in the advertising field and among 
companies. Mr. Longenecker has 
had wide experience in the operating end 
of the steel industry having served with 
Cambria _ Steel Company, Carbon Steel 
Company and others. The appointments 
are effective at once. 


stec] 


8th 
op- 











































[CONTINUED FROM Pace 12] 


Take a Tip 


problem to know what promotion ac- 
tivity could be carried out that would 
reach at least a portion of all groups 
and still be in reach of the client’s lim- 
ited appropriation. The appropria- 
tion was not large enough to permit 
telling the story to all groups through 
publications. However, it was large 
enough that if a sufficiently effective 
direct mail campaign could be con- 
ceived at a reasonable cost there would 
be enough of the appropriation left 
to carry on a modest campaign in the 
major trade papers and one class pub- 
lication. 

The client, through the years, had 
accumulated and kept up to date, a 
rather extensive list of all classes of 
dealers that handle their type of “prod- 
uct. With this list as a basis for a direct 
mail campaign, we not only added a 
list of contractors and architects in 
selected territories, but also took a 
tip from the publishers. This tip was 
the conception of “Majestic Necessities 
News,” a four-page newspaper format, 
1144x16% inches in size, made up 
entirely of small ads and short news 
items on various Majestic products. 

We had been noting the increasing 
number of publications devoted to 
news of new products that have ap- 
peared in all fields in the past several 
years. Our experience in advertising 
in some of them had demonstrated, 
by the profitable results they pro- 
duced, the reader interest they at- 
tracted. 

Two other things made us feel that 
this type of publication was in tempo 
with the times. One was the rapid 
growth of the newsy type of periodi- 
cal in the general field, indicating that 
with the high-speed way everyone 
lives today, people like to get news 
quickly. The other was the tremen- 
dous response our clients receive to 
any mention that may be made of 
their new developments in the 
“What’s New” page that is carried 
in many of the periodicals, showing 
that people are always interested in 
any item that appears to be new. 

In Majestic’s case, a direct mail 
piece copied after the news type pub- 
lication offered several very definite 
advantages. All the copy could be 
written in a strain that would apply 
equally well to all groups of prospects, 
making one mailing piece take the 
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place of a number of specialized, con- 
ventional types of mailing pieces. In- 
stead of using high-cost enamel paper, 
it could be printed on book stock 
without giving the appearance of 
cheapness. Likewise, to print it in 
more than one color would defeat 
part of the attention-getting value 
that its similarity to the trade papers 
afforded. This all meant considerable 
savings, which permitted scheduling 
publication advertising that the mail 
appropriation had not allowed in pre- 
vious years. 

The first issue of ‘Majestic Necessi- 
ties News” was sent to approximately 
22,000 names about four weeks prior 
to this writing. It was folded to 
§34x8'% inches and mailed in an in- 
expensive Manila envelope under a 
bulk mail permit. Enclosed with it 
was a postage-free business reply card, 
itemizing the various products de- 
scribed in the publication. It also 
carried numbers to correspond with 
the numbers that appeared at the head 
of each ad and news item in the 
paper. Note that this was also a tip 
from a publisher. 


That the idea was extremely suc- 
cessful is not only evidenced by the 
fact that already over 1,200 inquiries 
have been received, and they are still 
coming in at the rate of five to ten a 
day, but also by the nature of the re- 
sponses. The majority of those re- 
questing further information have 
asked for it not only on one item, 
but on several. If a request for de- 
tails on each item was considered a 
separate inquiry, it can be quickly 
figured that the return would be al- 
most phenomenal, considering the type 
of prospects involved. 

Even with the postage-free card 
available, most of the inquiries were 
in letter form, carrying 3¢ postage 
and necessitating the time of writing 
a letter. Though many of the inquir- 
ing parties have regularly dealt with 
Majestic for years and have annually 
received a comprehensive catalog, 
they commented in their letters that 
they never knew Majestic made some 
of the products. 

In addition to the direct response, 
this direct mail idea met with the en- 
thusiastic approval of the sales force. 
They find the paper on dealers’ desks 
and say that they are constantly re- 
ceiving comments about it from deal- 
ers upon whom they call. 

While it is impossible to trace the 
ultimate result of each _ inquiry 
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through the wholesaler-dealer chan- 
nels, it is reasonable to assume that 
the inquiries are resulting in sales by 
the fact that volume for the present 
period, in face of general conditions, 
has been ahead of quotas previously 
anticipated and established. 

This is just one example! But with 
the vast resources with which pub- 
lishers have to work, they are con- 
stantly learning and demonstrating 
new technique for attracting the in- 
terest of the public. The direct mail 
user who will take a tip from them 
is certain to profit by their experience. 


[CONTINUED FROM PacE 14] 


Export Advertising 


said: “One of the five most signifi- 
cant newspapers of the world. It has 
a national, political, and social and 
economic position undreamed of by 
any North American publication. It 
is as much a world institution as the 
Bank of England.” 

There are thirty-nine daily news- 
papers published in Buenos Aires alone 
—and they serve a polyglot popula- 
tion — Spanish, German, English, 
French, Yiddish, Italian and Danish. 

Contrast that with the Chicago 
newspaper press—five English and 
thirty-two foreign language papers. 
Smaller cities in Argentina have their 
local papers. Here’s another interest- 
ing comparison: Parana, 63,000 pop- 
ulation, has three morning and one 
evening daily while Muncie, Ind., 
population, 65,000, supports only two 
newspapers. 

Periodicals and magazines of gen- 
eral character are published in the 
larger states. Business papers do not 
flourish as they do here, but they 
circulate in many other states than 
that of their origin. Agriculture, au- 
tomotive and aviation, building and 
engineering, commercial and finan- 
cial, medical and dental, radio, leath- 
er, soap, milk and lumber, railways 
—these fields have their trade papers 
in Latin America. 


Direct Advertising—I advocate 
regular mailings. Dealer lists are 
available. Consumer mailings may be 
entrusted to reliable distributors. 
Sampling service may be purchased. 
The procedure is much like ours at 
home with the exception of Russia. 
I have just completed a Russian mail- 
ing of a circular on internal com- 























bustion engines. The list of 210 
trusts, kombionats and syndicates was 
procured from Inreklama, the Soviet 
publishing trust, in consideration of 
a two-page display in their catalog 
of American industries. A letter in 
Russian was mailed first class to each 
title announcing the forwarding un- 
der separate cover of a number of 
circulars the same as the one enclosed 
in the letter and asking the favor of 
distribution to those interested in 
power applications by means of in- 
The let- 
with the customary invi- 
before the 


ternal combustion engines. 
ter closed 
tation to lay problems 
manufacturer’s engineering staff. 

If sampling is possible, by all means 
sample. A Chicago manufacturer 
making a peculiarly tough paper used 
in building, concrete curing, erect- 
ing temporary shelters, etc., got the 
idea that the paper was just the thing 
for coffee curing. A_ letter with 
sample and return post card enclosed 
went to 7,000 names on La Hacien- 
da’s list. 


was paid by the inquirer. 


Postage on the return card 
Fifteen per 
cent answered; cash orders more than 
paid for the mailing; excellent con- 
nections were established. 

Outdoor, car-card, bus displays— 
all may be purchased through consti- 


tuted agencies. 


Radio—tThis is a subject deserving 
more time than is available, further- 
more, it should be discussed by a 
specialist. An able paper on influ- 
ence of radio broadcasting was pre- 
sented to the Export Managers’ Club 
of Chicago a month ago by Alfred 
V. Bamford, Chicago manager, Con- 
quest Alliance Company. He re- 
viewed the situation in Europe where 
the majority of broadcasting stations 
are government owned or controlled 
and commercial programs are not ac- 
cepted. A few countries permit spot 
innouncements. In France, ten pri- 
vately owned stations did a good 
commercial business until the govern- 
ment placed a prohibitive tax on for- 


eign language programs. 


Then, several years ago, came the 
A 200,000 watt station was 
erected in Grand Duchy of Luxem- 


answer. 


bourg, sponsored programs were so- 
licited, excellent sustaining programs 
devised and now the station is the 
most popular in all Europe, heard in 
every country, broadcasting in all 
British, American, French, 


Dutch and German advertisers use 


languages. 
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Radio Luxembourg—at $2,000 per 
hour, the world’s highest rate. 

Varying conditions are encountered 
as we journey from Europe through 
Africa, Asia, Australasia and come 
to the Americas. 

The business of radio in Latin 
America seems to suffer from over- 
crowding. For example—there are 
thirty-one long wave stations operat- 
ing in the city of Havana as against 
thirty in the whole state of Illinois. 
That seems to be true in other South- 
ern republics and there must be tre- 
annoyances. 


mendous _ interference 





Therefore, the power output should 
be of first consideration in making a 
radio schedule. 

A respectable number of American 
manufacturers use the air lanes down 
below, all advertising consumer goods 
to a vast audience owning some three 
and a half million sets. 


Byers Appoints Agency 

Ketchum, MacLeod & Grove, Inc., Pitts 
burgh, has been appointed agency by A. 
M. Byers Company, Pittsburgh, wrought 
iron manufacturer. Business papers and 
direct mail will be used. 


An American Machinery 
Exporter Writes Us 
from Venezuela 


@®@ There seems to be plenty of busi- 


ness down here. It's a rich little coun- | 
try ... Have had a very good trip... 
I see INGENIERIA INTERNACIONAL 
everywhere I go and it is well re- 
garded ... Capuchio here tells me it is 
the only place to advertise machinery, 
as the Minister of Public Works keeps it 
on his desk for continual reference. 99 


Mr. Harry Hirschfeld, who wrote the above, is President of Rich- 
ards & Hirschfeld, Inc., New York City. This firm acts as Export 
machinery concerns, 


Manager for many well-known American 


among which are T. L. Smith Company, Smith Engineering Works, 
American Saw Mill Machinery Company, Orr & Sembower, etc. 


NGENIERIA 


INTERNACIONAL 


| 
| 
| 
111] 
| 
Published monthly in Spanish for the industrial executives, 
| 
i 








engineers, importers of industrial and engineering equip- 
ment and materials, etc., in the 23 Spanish-reading countries. 














Published by 


BUSINESS PUBLISHERS INTERNATIONAL CORPORATION 
(Affiliated with McGraw-Hill Publishing Company, Inc., and 


Chilton Company, Inc.) 


330 West 42nd Street, New York, N. Y. 


























































RIDE with 
the TIDE 


te a i i 
Nee Nee Nee” See eee” See” 





There's no mistaking the vigor of the 
uptrend that is heading business to 
new heights. Get aboard now!—Why 
buck the current?—Ride with it to 
where you want to go 


With the WPA, PWA and the rest of 
the alphabet groups receiving the 
greatest government grants in history, 
big things are in store for the non- 
metallic-mineral industries. 


Reach your market through the adver- 


tising pages of the most progressive 
trade paper in the field— 


\{ 
\ 






Largest net Write for a 

paid circu- market sur- 
lation in vey of your 
the field. mY industry. 





ur 
o 


PIT & QUARRY 


907 Rand McNally Bidg., Chicago 











Reprints of 


“20 Reasons for 
Advertising During 
a Depression’’ 


in which twenty industrial 
executives tell why they ad- 


vertise when business is slow. 


Available in four-page 
folder form 


Price Ze each or 


$5.00 per 100 
Send orders to 


INDUSTRIAL 
MARKETING 


100 E. Ohio St. Chicago 


























































Finds Copy Chasers’ 
Suggestion Useful 

To tHE Eprror: I’ve just got 
around to reading that section of 
INDUSTRIAL MARKETING that I always 
enjoy, “O. K. As Inserted.” I note 
with interest, of course, the comment 
made about plastic advertising. We 
agree with it all and are glad to see 
that The Copy Chasers think as well 
of Durez advertising as they do. 

As good as we try to make our 
advertising, we know it isn’t perfect. 
The interesting part of their comment 
is that we sat down to study our ad- 
vertising and check it against their 
criticism, and out of it all we secured 
one valuable thought: That there is no 
reason why, in our copy specializing on 
tough jobs, we shouldn’t mention the 
fact that we likewise make materials 
to do standard jobs and if we can do 
the tough jobs as well as we do, think 
what we could do with the standard 
ones. 

And so_INpustTRIAL MARKETING 
brings us a constructive thought for 
which accept my personal apprecia- 
tion. 

H. S. SPENCER, 
Advertising Manager, General Plastics, 


Inc., North Tonawanda, N. Y. 


¥’ Vv Y¥ 
Public Relations a Primary 
Responsibility of Management 

To tHe Eprror: From our experi- 
ence, one of the most important prob- 
lems from a public relations viewpoint 
is to consider the problem as a com- 
pany-wide proposition. 

It seems to me that in many indus- 
tries the public relations angle has 
been considered too much in an ab- 
stract manner. Some companies have 
set up a public relations department 
and then felt that that finished the job. 
Usually the public relations depart- 
ment is not able to do much in the 
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way of real accomplishment unless it 
is very closely identified with the man- 
agement of the company. 

It has always seemed to me that pub- 
lic relations should be a primary re- 
sponsibility of management rather 
than the responsibility of some spe- 
cific department. Of course, it is nec- 
essary to have a public relations de- 
partment in any industry but yet man- 
agement should never feel that it can 
farm out the public relations job. Pub- 
lic relations must be part and parcel 
of every decision of management. 

I feel that if management were to 
question each one of its decisions in 
the light of its possible effect upon 
public relations that the need for all 
the public relations discussion would 
not be as great as it is at the present 
time. 

O. C. ROEHL, 

Department of Research, Wisconsin 

Public Service Corporation, 
Green Bay, Wis. 


vvy 
Has Unique Promotion 
Department Organization 

To tHE Eprror: We believe we 
have a somewhat unique division of 
responsibility between our advertising 
and sales promotion departments which 
might be interesting to you. 

We have an advertising department, 
an advertising agency and a sales pro- 
motion department. 

Our advertising department is com- 
posed of our advertising manager and 
a secretary, and is located in New 
York. The major responsibility is the 
company’s national magazine and 
business paper advertising. This de- 
partment also assists the sales promo- 
tion department in the preparation of 
sales literature. 

Our advertising agent works with 
the advertising manager on national 
magazine and business paper advertis- 























ing. It is their responsibility to rec- 
ommend media, develop advertising 
campaigns, prepare visuals of adver- 
tisements, purchase space, etc. 

The sales promotion 
with offices in York, Pa., has a per- 
sonnel of eight in addition to the 
manager, and handles the following: 

1. Corporation public relations. 

2. Publicity — preparing and _ re- 
leasing articles and news items to na- 


department, 


tional magazines, business papers and 
newspapers. 

3. Direct mail campaigns. 

4. Development and preparation of 
material for our sales engineers and 
for distributors. 

§. Exhibits at national conventions 
of trade associations and general expo- 
sitions. 

6. Development and preparation of 
all sales literature, including bulletins, 
broadsides, envelope folders, specifica- 
tion sheets, etc. (The agency and ad- 
vertising manager assist in the produc- 
tion of this material.) 

7. Merchandising of all advertising 
material to our selling organization 
and distributors. 

8. Editing and publication of house 
organ, “York News.” 

9. All electric and metal signs, and 
advertising novelties. 

10. Development of sound motion 
pictures. 

J. L. RosENMILLER, 
Manager, Sales Promotion Division, 
York Ice Machinery Corporation, 


York, Pa. 


v,vweY 
Give It Far and 
Wide Distribution 


To THE Eprror: We wish to con- 
gratulate you on the splendid editorial, 
“Now Is the Time for Promoting 
Business,” in your July issue. We 
should like very much to reprint it 
and send it to about 4,000 business 
executives throughout the country 
and shall appreciate having your con- 
sent to do this. 

The writer is one of your subscribers 
for some time back and sure was 
pleased to see this splendid editorial 
which I have shown to all in our or- 
ganization. 

Frep W. Payne, 

Exposition Manager, National Hotel 

Exposition, New York. 
Tyson Resigns Account 


_O. S. Tyson and Company, Inc., New 
York agency, has resigned the account of 


Keuffel & Esser Company, Hoboken, N. J. 


Away from 





the Desk 
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@ NOW what could provide a better rea- 
son for being away from the desk than a 
combined honeymoon-vacation at Gratiot 
Inn, near Port Huron, Mich., for William 
E. McFee (American Rolling Mill Co.) 
and his bride of June 18? . . . Congratu- 
lations and best wishes to N.I.A.A.’s new- 
est newlyweds 

Industrial Marketers of New Jersey are 
increasing their membership potential with 
the coming of David Bradley to Mr. and 
Mrs. Henry B. Burnett (Walker-Turner 
Company), Plainfield, N. J., and Eliza- 
beth Anne to Mr. and Mrs. W. E. Haver 
(Recorder Press) Harry M. Carroll, 
Hyatt Bearings Division, General Motors 
Corp., Newark; Fred H. Pinkerton, U. S 
Rubber Products, Inc., New York, and 
Herb Mercready, Magnus Chemical Com- 
pany, Garwood, N. J., took a trip through 
the Strathmore Paper Company's plant at 
West Springfield, Mass., last month. 





R. P. Dodds, Truscon Steel a.m., after 
a lapse of four years, has returned to the 
followers of Izaak Walton and is bending 
the rod once more in Canadian lakes. . 
Another steel a.m., Keith J. Evans, Inland, 
journeyed Westward to give the children 
some real experience in mountain climb- 
ing. As part of his vacation activity, John 
Coakley, a.m., Thomas A. Edison, Inc., 
West Orange, N. J., will do an article for 
I.M. readers about his new industrial sales 
movie 

H. D. Payne, Chicago Molded Products 
Corp‘n., is mending nicely in John B. Mut 
phy hospital, after a tangle with a street 
car resulting in a fractured jaw and 
broken leg and nose . . . F. J. Vonachen, 
Troy Engine & Machine Co., Troy, Pa., 
addressed the local Rotary club on the 
subject of advertising last month. 


Prof. Frederick Resigns 


Prof. John H. Frederick has resigned as 
managing editor, The Wholesaler’s Sales- 
man, to resume practice as a consultant 
on marketing problems. He is succeeded 
by James D. Benson, who for the last 
three years has been sales manager of the 
Electrical Controls Division, Thomas A 
Edison, Inc 


This booklet, prepared by market research spe- 
cialists, will help you capitalize on Chem & Met's 
“8th MATERIALS OF CONSTRUCTION’ number — 
coming in November. It contains all the details of 
this important issue plus many helpful hints on 
the type of copy that has proved successful in 
the past. For your copy, address CHEMICAL & 
METALLURGICAL ENGINEERING, 330 W. 42nd St., 


New York, N. Y. 


























































@ Each issue of CAMS features 
the story of an *“*Industrial Optimist” 
whose resourcefulness in advertis- 
ing, merchandising and selling his 
product has brought success in spite 
of conditions. 

CAMS is sent, without obligation, 
to any interested executive. Your copy 


awaits your request. 


SPENCER W. CURTISS, INC 


< Ad, erlising 
i 


CIRCLE TOWER, INDIANAPOLIS 





DO YOU KNOW 


What 
TRADE PAPERS 
LABOR PAPERS 
CHURCH PAPERS 
FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 


are saying about you, your 
company, your products, your 
competitors, their products? 


We can tell you, 
because 
We Clip Magazines— 
some 2,000 of them in all these 


fields—prompltly, carefully and 
intelligently— 


and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 








ADVERTISING VOLUME FOR JULY ISSUES OF 
INDUSTRIAL, TRADE AND CLASS PAPERS 





Unless otherwise noted, all publications are monthlies 


Pages 
Industrial Group 1938 1937 
American Builder & Build 

a ere 53 83 
American Machinist (bi-w) 140 200 
Architectural Forum ..... 85 100 
Architectural Record ..... 62 64 
Automotive Industries (w) {$91 111 
Bakers’ Helper (bi-w).... 94 97 
Brick & Clay Record..... 716 725 
Bus Transportation ...... 47 68 
Ceramic Industry ........ 732 +36 
Chemical & Metallurgical 

Engineering ....... 114 157 
Civil Engineering ..... . 14 22 
Coal Age seeevecesen e 771 +79 
Confectioners Journal .... 32 32 
Construction Methods and 

Equipment ....... — 55 82 
RN ee eo 70 80 
Diesel Progress ........ 24 30 
Electric Light & Power... 38 51 
Electrical South ......... 11 14 
Electrical West ......... 23 27 
Electrical World (bi-w).. 162 9214 
Engineering & Mining 

ae eee +65 +76 
Engineering News - Record 

Dn Ue wie ke.aw aes a 125 +209 
Factory Management t& 

Maintenance 5. hae eies 88 157 
Food Industries ... 48 75 
0 a eer a a 32 39 
Heating, Piping © Aj 

Conditioning ......... 46 73 
Heating & Ventilating 

SSC C COTS 25 41 
Hitchcock's Machine Tool 

Blue Book seeece s°8 . 71 17 71 57 
Industrial Power a 7 69 
The Iron Age (w). ; 7245 F£378 
Machine Design ... 31 52 
ROR Cee eT eer 191 145 
Manufacturers Record .... 38 51 
Marine Engineering & 

Shipping Review ‘ ; 50 43 
Mass Transportation 13 vy) 
Metal Industry ..... ; 3] 4] 
Metal Progress .... 50 70 
Metals & Alloys ser 32 49 
Mill & Factory ..... . 77 123 
Mill Supplies ........ , 62 92 
Modern Machine Shop ; 117 171 
National Petroleum News 

ee 8! 123 
National Provisioner (w). 4113 $129 
Oil & Gas Journal (w)... 4264 7331 
Oil Weekly (w)......... 242 234 
The Paper Industry d 

Paper World ...... . 77 76 
The Paper Mill (w)...... T*70 T+79 
Paper Trade Journal (w). $786*I7167 
Pencil Points 26 3 
Pit & Quarry ...... +69 F75 
OT EAE Sa eee 126 157 
Power Plant Engineering. . 60 83 
PRUMGIME cccccccccs 21 38 
Product Engineering ..... $2 64 


Business Paper 
Advertising in Doldrums 
@® DISPLAY advertising in industrial 


publications hit a new low for the year 
when July issues showed a decrease of 
23.19 per cent in volume below July 
issues a year ago. For the seven months 
to date, the sixty-nine papers in the group 
reporting registered a 11.62 per cent 
drop from the same period last year 
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—Pages 

1938 1937 
Railway Age (w)........ $160 {151 
Railway Purchases & Stores 42 *80 
Refiner & Natural Gasoline 

Manufacturer ......... 74 77 
Roads & Streets ......... 41 49 
Rock Products ......... 745 +67 
Southern Power Journal. . 29 38 
A gear eas 148 196 
Telephone Engineer ..... 20 26 
‘belephony (w) ...scsces 4273 +81 
Textile World .......... 70 120 
Water Works & Sewerage 20 30 
Water Works Engineering 

IN Aa hh lS at ee i 58 55 
Welding Engineer ....... 19 25 
Western Construction News 53 82 
The Wood- Worker eecces 27 37 

TE -adriricuratin ain. ome ae 4.920 6,405 

Trade Group 
American Artisan ....... 44 63 
American Druggist ...... 54 63 
American Exporter ...... 190 228 
Automobile Topics oy Se 19 4] 
Automobile Trade Journal. 27 40 
Boot & Shoe Recorder 

RE ee 117 148 
Building Supply News 22 26 
Commercial Car Journal... 53 76 
Domestic Engineering .... 53 80 
Farm Implement News 

TOPE sehuésanveewens $55 60 
Hardware Age (bi-w).... *355 %*449 
Jewelers’ Circular The 

ROMO cessed nos ee 40 58 
Mida’s Criterion ........ 13 27 
Motor eeeseeeeesesosseee 62 102 
BE ds weak 25 50 
Motor World Wholesale. . 42 72 
National Grocers Bulletin. 35 38 
Plumbing & Heating Trade 

DOI seve recnnwaen 37 60 
Southern Automotive Jour- 

RD i cin eee wae he eee 28 48 
Southern Hardware ...... 27 32 
Sporting Goods Journal... 9 14 

SEE sctéhacacnwmeean 1,307 1,775 

Class Group 

Advertising Age (w).... 62 85 
American Funeral Director 39 61 
American Restaurant ..... 39 49 
Hospital Management .... 713 718 
Hotel Management ...... 76 83 
Modern Hospital ....... 56 80 
Modern Medicine ....... 49 50 
Nation’s Schools ........ 21 26 
Oe eee 86 98 
Trafhe World (w)....... §i68 84 

TEE Sindee beenseneruis 509 634 


*Includes special issue +Includes 
classified advertising. §Last issue esti 
mated. fFive issues. {Three issues 


Twenty-one trade papers were off 26.37 
per cent in display business compared 
with July, 1937, issues. For the com- 
parable seven-month period the decrease 
amounted to 15.72 per cent. 

Advertising volume in ten class papers 
was off 19.72 per cent in July, 1938, 
issues against those of a year ago. The 
loss in display pages for the first seven 
months compared with the period a yeat 
ago reached 14.89 per cent. 







































NILA. A. News. 


What local chapters of the National Industrial 
Advertisers Association are doing and thinking about 





Committee Announces 
Three Conference Speakers 


Fighting Tom M. Girdler, chairman, Re- 
public Steel Corporation, has been se- 
lected to give the opening address at the 
the National Industrial Advertisers As- 
sociation Cleveland Conference to be held 
at Hotel Statler, Sept. 21-23, according to 
announcement by Ralph Leavenworth, 
Fuller & Smith & Ross, Inc., who heads 
the program committee. The conference 
will be the sixteenth annual meeting of the 





F. O. WYSE S. A. KNISELY 


issociation whose membership comprises 
industrial advertising and marketing exec- 
itives throughout the United States and 
Canada. F. O. Wyse, advertising mana- 
ger, Bucyrus-Erie Company, South Mil- 
waukee, Wis., is president of the associa- 
tion and Stanley A. Knisely, advertising 
manager, Republic Steel Corporation, is 
general conference chairman. 

The extreme care being used by the 
committee in selecting speakers to present 
subjects on the three-day program has 
lowed down release of the complete per- 
sonnel, but in addition to Mr. Girdler, 
two others have been announced. J. H 
McGraw, Jr. president, McGraw-Hill 
Publishing Company, New York, is sched- 
uled on the first afternoon session to talk 

“Industrial Trends and Their Signifi- 





cance to Industrial Advertising Managers 
Now.” 

Featuring the afternoon session of the 
first day, Allen L. Billingsley, president, 
Fuller @ Smith @ Ross, Inc., Cleveland 
agency, will talk on the function of the 
agency in the industrial advertising pro- 
gram. These and other authorities on the 
various phases of industrial marketing in 
its broadest sense will pour forth a wealth 
of ideas, information, and inspiration dur- 
ing the entire conference 

At the request of more than seventy-five 
per cent of members answering a ques: 
tionnaire regarding the program, the 
mornings of the second and third days of 
the conference will be devoted to a series 
of clinics, which proved extremely popular 
and helpful at the Chicago conference last 
year. Subjects to be covered at these 
round-table meetings will include: “Direct 
Mail for the Industrial Advertiser;”* “Ideas, 


Copy, Art, Photography; ‘Publications 
and Their Evaluation; “Catalogs and 
Sales Manuals:” “Department Organiza- 


“How to Get and Use 
“Problems of the 


tion and Budgets: 
Market Information;” 
Smaller Advertiser;’ “Production Prob- 
lems and Methods—Ways to Reduce 
Costs: “Public Relations and Employe 
Relations; “Trade Shows and Exhibits.” 
This series of clinic meetings alone will 
provide enough profitable material to make 
attendance at the conference worth while. 

E. B. Bossart, advertising manager, 
Bailey Meter Company, who is chairman 
of the attendance committee, offers three 
ways in which a company will profit by 
having its advertising executive attend the 
conference: “(1) by keeping abreast of 
current developments in marketing and ad- 
vertising: (2) broadening its field of per- 
sonal contacts through N.I.A.A.; (3) the 
inspiration and enthusiasm for advertising 
in general and for your job in particular, 
which your presence at the conference is 
sure to generate.” 

To assist delegates to the conference to 
enjoy their trip enroute, the transportation 
committee, under the direction of Chair- 
man Harry H. Melville, Simmons-Board- 


WILL ADDRESS N.I.A.A. CONFERENCE 


TOM M. GIRDLER 


J. H. McGRAW., Jr. 
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FORGING - 


Mt Plan now to be represented 
| in the September Metal Show 
i issue of HEAT TREATING AND 
ii] FORGING, which will feature Hill 
| the National Metal Congress IV 
! and Exposition to be held in | 
i] Detroit, October 17-21. Also ! 
Hi} included in this issue will be i 

a complete description of one | 
|| of the largest and most mod- 
ii| ern forge plants in the country 
1 and other outstanding articles. 
| Forms close September 20th. 





Published by 
STEEL PUBLICATIONS INC. 
108 Smithfield St. Pittsburgh, Pa. 
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An editorial feature of the 
September BLAST FURNACE 
AND STEEL PLANT will be 
information covering the Iron 
and Steel Exposition, to be held 
in Cleveland, September 27-30. 
Equipment manufacturers are 
invited to place their advertise- 
ment in this issue which will 
reach not only the regular sub- 
scribers, but also those visiting 
our booth at the show. Forms 
close September 3rd. 


STEEL PUBLICATIONS. 


108 SMITHFIELD ST. 
PITTSBURGH, PENNA. 











Waiting for the crowd to arrive for Youngstown District Industrial Marketers’ 
annual outing and fish fry: P. L. Callahan, Truscon Steel Company; Mont- 
morency Gaillard, McGraw-Hill Publishing Company, Cleveland; W. A. Soder- 
berg, Truscon Steel; Earl Fackiner, Youngstown Arc Engraving Company; Knight 
Stemler, Canton Engraving Company; Harry Baltz, "Youngstown Vindicator’’; 
Dick Jones, "Architectural Forum"; R. S. Gildart, General Fireproofing Com- 
pany. .Photo by R. P. Dodds, Truscon Steel Company advertising manager 


man Publishing Corporation, has issued an 
elaborate travel folder showing highway 
routes, with points of interest designated, 
eating and hotel accommodations, princi 





OCTOBER-J ANUARY 


are important dates in the telephone 
industry. 


October is the date for the National 
Convention at Chicago—and for our 
Annual Convention Number. 


JANUARY—because it is the publish- 
ing date of the “Telephone Blue 
Book"’. 


RESERVE SPACE NOW. 


TELEPHONE ENGINEER 


185 N. WABASH 


CHICAGO 











Turn To This NECESSITY Field for SALES 

New is the time to study your possibilities— 
NOW is the time to ACT. Here is a field 

that MUST buy and CAN buy and IS buying. 
Let us help you study 
your sales possibilities hd 
in this field. This A.B.C. | an 
paper is read by proces- 
sors and distributors of Monthly 
milk. GO AFTER this 327 So. LaSalle St. 
field. Write today. CHICAGO 





pal railway service time tables, and map 
of Cleveland's business section. Louis J 
Ott, advertising manager, Ohio Brass 
Company, Mansfield, O., is chairman of 
the hotel arrangements and registration 
committee. 


J L Beltz, advertising manager, Thew 
Shovel Company, Lorain, O., chairman of 
the exhibits committee, reports that all ex- 
hibit space has been sold and the expo 
sition this year will be one of the most 
educational ever held 

Panel exhibits of members’ work are 
expected to be especially numerous, says 
R. E. Bandelow, The Caxton Company, 
chairman of the panels committee. This 
is because of unusual interest in the man- 
ner of judging and the strict rules which 
assure simplicity and uniformity of display, 
thus focusing attention on the work itself 
and not the technique of presentation 

A special invitation has been issued to 
the ladies to attend the conference. The 
women's hospitality committee under the 
chairmanship of Mrs. R. E. Bandelow, has 
arranged an interesting and entertaining 
program to keep them busy 

The N.I.A.A. now has approximately 
1,150 members divided among sixteen 
chapters, including one in Toronto, Can- 
ada. The Cleveland chapter, Industrial 
Marketers of Cleveland, of which Mr 
Knisely is president, will be host to the 


conference 








VENETIAN BLIND DEALER 


The Only Exelusive Merchandising 

Medium in theVenetian Blind Field. 
Write for Sample Copy. 

By the Publishers of WOOD ag da 

National Magazine of the Woodworking Industries 


Publication office, 431 South Dearborn St., Chicago, Hl. New York office, 152 W. 42nd St.; 
Phone Wis. 7-9043. New England office, 1501 Beacon St., Brookline, Mass.; Phone Aspinwall 8480. 
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Mason-Dixon Group 
Gets Charter Aug. 16 


Mason-Dixon Industrial Advertisers, for 
merly known as the Cumberland Valley 
Industrial Advertisers, will receive its 
charter as a chapter of the N.IL.A.A., Aug 
16. The special dinner meeting for the 
occasion will be held at Hotel Gettysburg, 
Gettysburg, Pa. Col. Willard T. Cheva 
lier, publisher, Business Week, will be 
guest speaker. Members of the N.I.A.A 
oficial staff and neighboring chapters 
will be present. 

Terry Mitchell, advertising manager, 


The Frick Company, Waynesboro, Pa., is 


president of the Mason-Dixon group. Oth- 


er officers are: Vice-president, James Kues 
ter, Read Machinery Company, York, Pa 
secretary, Melvin Henneberger, Landis 
Machine Company, Waynesboro; treasur- 
er, Guy Washinger, T. B. Woods Sons, 
Chambersburg, Pa. 


Philadelphia Chapter 
Issues Membership Roster 


A thirty-two page booklet of by-laws 
and membership roster has been issued by 
Eastern Industrial Advertisers, Philadel- 
phia. Officers of all the other N.LA.A 
chapters also are listed in the book. 


Ellingwood Heads 
Toledo Industrials 


Lloyd Ellingwood, advertising manager, 
Toledo Scale Company, has been elected 
president, Toledo Industrial Advertisers 
Club, succeeding Richard C. Carr, Mel- 
drum & Fewsmith, Inc., agency. Other 
newly elected officers are: Vice-president, 
L. C. Kerrick, Surface Combustion Cor- 
poration; secretary-treasurer, Carl U 
Fauster, United States Advertising Cor 
poration 


Will Release Advertisement 


Building Check List 

The Advertisement Building Check 
List prepared as the activity of the Tech- 
nical Advertising Association, Boston, will 
be mailed to members of the National 
Industrial Advertisers Association during 
August. The check list was built by a 
committee headed by George T. Metcalf, 
Providence agency head. 

The list is designed to take the guess 
work out of advertising preparation by 
use of a series of questions which cover 
all points as to objectives and other fac- 
tors which should be considered in plan- 
ning a campaign or single piece of copy. 

Reprints and copies for non-members 
will be available from N.I.A.A. national 
headquarters, 100 E. Ohio St., Chicago, 
at a nominal charge. 


New Edition of Market 
Research Sources Available 


The Department of Commerce, Wash- 
ington, has issued the 1938 edition of 
Market Research Sources, bringing up to 
date the record of marketing research in 
the United States. All known market 
research which is available to interested 
persons without cost, by purchase or by 
loan. is recorded in the source book. Ap- 
proximately 5,000 recent market research 
reports issued by over 1,000 governmental 
and non-governmental organizations are 
recorded in the publication, together with 
the name and address of each source. The 
cost of the book is thirty cents. 
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{CONTINUED FROM Pace 11] 
Liabilit 

y 
this a jury awarded defendants $9,- 
635 damages. On appeal the higher 
court in reasoning on the basis for 
special damages in cases of this kind, 
and in afhirming the judgment be- 
low, said: 

“It is the general rule that losses 
resulting from a collateral contract 
may not be regarded as arising out 
breach of the contract upon 
founded. The 
basis for this rule is that such dam- 
to have 


of a 


which the action is 


ages are not presumed 
been in contemplation of the par- 
ties. But such damages are not con- 
demned by law. 
“If the contract upon which the 


suit is based was entered into for 
enabling the com- 
comply with a 


prior existing contract or for the pur- 


the purpose ot 
plaining party to 


pose of enabling him to enter into 
a future contract then contemplat- 
ed by the parties, no just reason can 
be perceived for denying the recov- 
ery of such profits as an element of 
Clearly defendants 
were entitled to some damages 


damages 


They proved special damages which 
were in contemplation of the par- 


New Books Published 
on Sales and Advertising 


Several books have recently been pub- 
lished of special interest to industrial ad- 
vertising and marketing executives. “The 
Technique of Marketing Research,” pre- 
pared by the Committee on Marketing Re- 
search Technique of the American Mar- 
keting Society, represents a new approach 
to marketing research. It deals with scien- 
tific research as applied to all problems 
that commonly arise in connection with 
marketing. The method defined in the 
book applies to: Policies, as they affect 
profits; products, as they are presented for 
marketing; the market, in which the prod- 
uct or the service is to be sold; and the 
method and means, by which the product 
is being or may be put upon the market. 
Published by McGraw-Hill Book Com- 
pany, Inc. Price $4.00. 

“Wholesaling,” by Theodore N. Beck- 
man, professor of business organization, 
Ohio State University, and Nathanael H. 
Engle, assistant director of the Bureau of 
Foreign and Domestic Commerce, United 
States Department of Commerce, covers 
the principles and practice of wholesaling 
in five parts: (1) The Nature and Evolu- 
tion of Wholesaling. (2) Modern Whole- 
saling Systems. (3) Operation and Man- 
agement of a Wholesale Business. (4) 
Special Economic Aspects of Wholesaling. 
(5) Trends in Wholesaling. Published by 
the Ronald Press Company. Price $4.00. 

Successful Salesmanship,” by Paul W. 
Ivey, Ph. D., Sales Counselor, professor 
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ties at the time the sales contract 
containing the express warranty was 
entered into. We incline to the view 
that the evidence supports the amount 
of the jury’s award . Affirmed.” 
(82 S.W. 994.) 

The foregoing cases constitute apt 
illustrations of how a seller of indus- 
trial equipment may incur liability 
for special damages through a breach 
of warranty. He may be a manu- 
facturer, jobber, dealer or what not; 
his selling status will be immaterial. 
Nor will his good faith relieve him 
If he subscribes to 
the warranty he may be liable there- 


of responsibility. 
under. And, as we have seen, the 
measure of his liability will be the 
buyer’s loss, which in a given case 
may be all out of proportion to the 
value of the article sold. 

Clearly then, here is a danger 
point in equipment under 
warranties that sellers may well guard 
against. Many do. A common 
method is to liability there- 
under by contract to replacement of 


selling 


limit 


any equipment that may be found 
The courts have upheld 
such limitations. They tend to fore- 
stall after dispute damages 
where an article proves unsatisfac- 
tory, and, all other things being 
equal, they are usually fair to both 
buyer and seller. 


defective. 


over 





of merchandising, University of Southern 
California. The selling principles and 
strategy embodied in this book have been 
successfully used by the author in numer- 
ous specialized sales training courses which 
he has written and conducted for various 
kinds of sales organizations. Here these 
selling principles and tactics have been 
developed into a general sales training 
course, and have been made to apply 
to a wide variety of selling effort by the 
use of examples chosen from an extensive 
range of selling activities. Published by 
Prentice-Hall. Inc. Price $5.00. 


Street Joins Scanlon 


In New Agency Setup 


George T. Street, Jr., has joined the 
agency of M. W. Scanlon, Philadelphia, 
and the name has been changed to Scan- 
lon, Street & Co. Mr. Street, who will 
serve as account executive, previously car- 
ried on an agency of his own, but since 
1934 has been on the faculty of the 
Charles Morris Price School of Advertis 
ing, fostered by the Poor Richard Club of 
Philadelphia. 


To Guenther-Bradford 


Economy Electric & Mfg. Company. 
Chicago, has appointed Guenther-Bradford 
& Co., Chicago, to place its advertising 
in industrial, trade papers and direct mail 
Federal Electric Company, Inc., Chicago, 
has also named the agency to direct its 
account. Edgar Walter Fischer is account 
executive 
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® Whatever your selling 
program is, it will be more effec- 
tive for the hooks we can help 
you put in it. Let us tell you of 
the new points just a little 
sharper — the hooks — we have 
developed for our present clien- 
tele — over a score of conserva- 
tive manufacturers selling na- 
tionally and inter-nationally. Tell 
your secretary to arrange an 
appointment between us. 


EVANS 


ASSOCIATES, INC 


225 NORTH MICHIGAN AVE 
« CHICAGO ° 
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GIRDED 
LOINS... 


The flow of coal, to 
some extent dammed 
during the Summer 
by economic condi- 
tions, will “let go" 
| with a rush after 
Labor Day. The coal 
industry is preparing 
to serve that demand. 
Equipment to im- 
prove coal or its sell- 
ing and_ handling 
finds an immediate 
market in 


~ BLACK DIAMON 





NEW YORK—Whitehall Bidg. 
CHICAGO—Manhattan Bldg. 


For more than 50 years the lead- 
ing journal of the coal industry 
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288. Market Report on Highway 


Construction, 

A detailed report by states of high- 
way construction work scheduled for 
1938 and a summary of future fed- 
eral aid allotments. Prepared and is- 
sued by Roads and Streets. 


289. A Good Construction Year. 


A comparison of building and con- 
struction during the first half of 
1938 with the last six years and look 
at possibilities for 1939 with an enu- 
meration of the controlling factors. 
Issued by F. W. Dodge Corporation. 
290. 5,500 Salesmen of Electrical 

W holesalers. 

This booklet issued by The Whole- 
salers’ Salesman shows the number and 
class of retail appliance outlets reached 
by electrical wholesalers’ salesmen, 
with charts indicating sales volume of 
principal lines from 1932-1937. Also 
includes small booklet on how to write 
productive advertising for the whole- 
salers’ salesman. 


268. Men who make Markets. 

This booklet issued by Chemical 8 
Metallurgical Engineering contains 
pictures of leading chemical engineers 
and gives a description of their typi- 
cal activities and the products they 
make. 


265. Influence. 

This case bound book tells the fas- 
cinating story of the new type of 
aggressive, fearless business paper pub- 
lishing as practiced by Mill & Fac- 
tory, dedicated to exposure of activi- 
ties which undermine industry and 
to spotlight the racketeers who prey 
on the worker’s pay envelope. 


256. Making Industrially-Used 

Products Easier io Buy. 
Organized buying information is 
the theme of this booklet which in- 
cludes standards of catalog design as 
to format and content; what manu- 
facturers’ catalogs should include; and 
the three steps which precede most in- 
dustrial buying, which emphasizes the 
importance of maintaining buying in- 
formation in offices of potential buy- 
ers. Published by Sweet’s Catalog 


Service. 


208. Facts and Figures. 

This booklet issued by Wood Prod- 
ucts gives a clear and concise picture 
of the buying habits of the wood 


products industries. 


218. Markets in the Milk Field. 

A series of surveys by Milk Plant 
Monthly on the market for water- 
proof cement for concrete floors in 
milk plants, and the markets for 
orangeade, plant and salesman-driver 
uniforms, and water and acid-proof 
paints in the milk field. 


246. Packingtown Has $3,000,000,- 
000 to Spend. 

This graphically illustrated brochure 
prepared by The National Provisioner 
defines and analyzes the meat packing 
industry and its buying habits, and the 
logical approach to it. 


277. 1938 Export Sales Quota Chart. 

An export sales chart to be used as 
a daily work-sheet by the export ex- 
ecutive for planning quotas, listing 
pertinent facts about distributors, ba- 
sis of sales, etc., and for comparisons 
between last year’s and current year’s 
sales. Prepared by Business Publish- 
ers International Corporation. 


252. The Railway Market and Sales. 

This colorful and graphically illus- 
trated booklet gives factual market in- 
formation regarding the various 
branches of railway activity and points 
out the considerable volume of railway 
buying that is needed. It also dis- 
cusses railway buying procedure. Is- 
sued by Simmons-Boardman Publish- 
ing Corporation. 


261. Your Mr. Smith-Smith. 

This unusual book emphasizes the 
thought that the successful selling 
effort and the successful publishing 
effort in the industrial field should be 
guided by the common objective to 
help the Mr. Smiths make more money 
by showing them how to make more 
money for their companies. The book 
has a useful check chart for selecting 
the money-making advantages of the 
product and the company to be adver- 
tised as a guide to writing effective 
copy. Issued by McGraw-Hill Pub- 


lishing Company. 
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